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Possible is thrown on the 
affairs of 


The Philadelphia 





Record 


In so far as they affect the 
interests of the Advertiser. 


‘*T would not have believed such a bargain pos- 
sible had I not seen it advertised in THE REcorD,”’ is 
a testimonial in the hands of one of our largest space 
holders and is quoted only to give you more it nsigh t. 


Isn't it fair enough proof that RECORD readers 
are RECORD believers? Surely it means more to 
hold confidence than to restore it, and what more 
can be said of our ‘‘ Quality v of circulation when 
we've given it here in a nut-shell ? 


Cif For rates address 
ivevedatedtee evaweveurs; - THE RECORD 
= Average Circulation in 1896: oC PUBLISHING 

Daily Edition, - 170,402 — Philadelphi 
Sunday ‘* 124,234 aiaiidinias 
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Discussing the Merits 


of different advertising medium 
is getting to be more general. 

What a sad but instructive experience must b: 
that of the man who tries to induce th 
country people to purchase his goods and omit 
to use the only paper which dies ‘se same country 
people read to any extent, viz.: the Local Famil 
Weekly. 

Some advertisers consider that paper too smal 
and insignificant to bother with. 

But they reckon without their host, for no matt 
how small or how apparently insignificant that sam 
local weekly may be, it has a clientage which is i: 
timately interested in it and the town in which it 
published, and this clientage cannot be secur 
except through this very local paper. 

One-sixth of all the country readers of the United States reached 
weekly by the 1,600 local papers of the Atlantic Coast Lists. 


One order, one electro does the business, 
Catalogue for the asking. 


ATLANTIC COAST LISTS, 
134 Leonard Street, New York. 
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THE MISSION OF AN 
‘By Miller Purvis 
I shall take for my text an extract 
m a letter received by the paper 
th which Iam connected. It runs like 


AD. 


‘“We have received a large number 
answers to our ad in your paper, but 
uve made no sales yet.” 
rhe purport of the letter is to regis 
r a complaint because the ad does not 
irently pay. 
Chere are a good many people 
ke the same view of an ad that the 
ter of the letter referred 
ey look upon it as a sale-maker, 
en really its mission is only to at- 
t attention tothe goods advertised. 
1etimes, here in Chicago, we see 
ne display of an odd nature to at- 
t attention, such as 
ssed man or a show in a window to 
act the attention of passers-by to 
store, and presumably to interest 
n enough to induce them to goin 
buy. The mission of an ad in a 
wspaper is exactly the same as that 
iny other means of attracting atten- 
1. The man who expects to make 
es directly from an ad is usually dis- 
sinted, unless he is advertising for 
il custom or has some catchy trifle 
ell to the public. 
A large majority of advertisers ex- 
tnothing more from an ad than that 
ill call the attention of the man 
wants to buy the commodity ad 
tised to the place of business of the 
who has the article to sell. 
\dvertisers in farm papers usually 
to send acatalogue free to all who 
for it. If the ad succeeds in cre 
g a call for a large number of 
gues, or whatever printed matter 
fered, it has fulfilled its legitimate 
ion, and the advertiser has no rea- 
for dissatisfaction. The ad has 
n him the name and address of 
e who want to buy, and introduced 
m to each other 
Now if one man acts as a go-be- 
een, and introduces another who 


who 


to does. 


a queerly- 
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wants to buy a given article to the one 
who has that articleto sell, there are 
very few people who would claim that 
he had not ended his mission as far 
as that transaction concerned, 
Whether a sale was consummated or not 
would rest to a great extent with the 
salesman. If he could attract the 
attention of the prospective buyer and 
get him interested until the buying 
point was reached, everybody would be 
atisfied. If the sale missed the 
salesman would be blamed, and justly. 

The ad is the go-between and gets 
the buyer and on speaking 
terms, and the printed matter that fol- 
is the man. Just here 
where a large number of advertisers 
who seek mail fail. They 
spend alot of money for ads and fol- 
ow them up with a badly arranged, 
poorly printed and altogether unat- 
tractive circular, booklet or catalogue. 

It is very like throwing money 
away to spend it for advertising and 
try to savea few dollars on the print- 
ed matter that follows. If I were do- 
ing it I should economize, possibly, on 
the appropriation, but I 
would do my best on the printed mat- 
ter, and hire the best printer I knew 
of to do his best. 


was 


was 


selier 


lows sale is 


orders 


Ss 


new spaper 


I should economize in neither mate- 
rial nor labor in preparing the printed 
matter. I should endeavor to tell 
about every good point of the article 
in question and tell about it in the 
most interesting manner at my com- 
mand. Here is where the profession- 
al adwriter comes in. He has studied 
the language of advertising until he 
knows how to describe things in a 
way that induces one who begins to 
read to read to the end. 
bad 


come to me everv day. 


and worse 
Without the 
faintest notion of investing in the ar- 
ticles described I read a great many 
of these documents merely because 
they are good literature for me. 
Country people are slow to decide 
about buying or selling anything. 


Catalogue s good, 





4 PRINTERS’ INK. 


They send for printed matter and read 
it and study over it and after a while 
they make up their minds and act in 
accordance. I verily believe that a 
catalogue describing a machine of any 
kind with a colored illustration show- 
ing it as it appears, will sell three 
times as many machines as another 
catalogue using the same language and 
printed in black and white. Half- 
tone engravings made from photo- 
graphs from life, and that fact care- 
fully explained, is a very convincing 
form of getting the merits of the ar- 
ticle before a prospective buyer. 

A well written ad attracts attention 
to the goods advertised and the best 
printed matter procurable gets the 
order from the man who uses less care 
and goes to less expense. The ad 
that is answered has done all that can 
be expected from it. 

—s 
EDUCATIONAL ADVERTISING. 
By Charles ‘Radlock. 

An ad that tells us something we 
did not know, or reminds us of some- 
thing we had forgotten is, I think, 
good in that it impresses us enough to 
make us remember the source of our 
information. Thomas Adams, Jr., 
the tutti frutti proprietor, some years 
ago conceived the idea of using ‘‘im 
portant facts” as the basis of his street 
car and ‘‘L’’ road advertising, and he 
hired an expert ad-smith to prepare 
several hundred of these cards for 
him. These announcements, though 
averaging only about forty words each, 
contained, first of all, a general impor- 
tant ‘‘fact,’’ and then a cleverly con- 
nected advertisement. So far asI can 
remember, some of the best ran as 
follows: 





Joan of Arc, “* Maid of Orleans,”’ was 
burned at stake in Rouen, France, in 
1431. There are other “‘martyrs to the 
steak”? who need ADAMS’ PEPSIN TUTTI 
FRUTTI to avoid indigestion after meals 

Ground was broken for the erection of 
Fort Hamilton April 26, 1825, and the cor- 
nerstone was laid June 11 of that year. The 
cornerstone of a good digestion is the chew- 
ingof ADAMS’ PEPSIN TUTTI FRUTTI 

Creesus, pronounced “‘ kree-sus,’’ was the 
richest man of by-gone days. Even his 
blood was rich—too rich—for he often needed 
ADAMS’ PEPSIN TUTTI FRUTTI to aid 


his digestion. 


This idea would be capable of up- 
to-date treatment, and could be adapt 


ed to almost any business. The num- 
ber of ‘‘facts,’’ local and otherwise, 
that might be pressed into service is 
practically without limit. 


INQUIRIES. 


‘* Inquiry ’’ is indisputable eviden: 
that some one is ‘‘ hit.’’ Some one 
actually so interested in what you hav 
said in your advertisement that he ha 
taken the trouble to write you about 
Let him or her understand prompt 
that you appreciate this intere 
Write something convincing (if the: 
is not anything convincing to tell, be 
ter not advertise) about your goods, r 
fer to your local agent, or agents if y 
have them, and if you have not, stat 
how pleased you will be to supply t! 
goods direct and on what condition 
Don’t let it stop here. Advise tl 
local dealer or dealers, to whom y 
would like to sell, that you have j 
this particular inquiry, and regret tl 
it could not be referred to him. Te 
them you are advertising extensive 
and, if you make exclusive agents, te 
them that also, and that you expect 
establish an agency without delay 
their city, and would be pleased to t 
notified promptly if they wish to s 
cure it. We have not finished wit 
this inquiry. If response to your con 
munication has not been received 
proper length of time, depending up 
distance, write again and ask if the 
quirer has been supplied through tl! 
local dealer, or if you may not ha 
the pleasure of executing an order 
conditions previously specified. 
representatives, if you have any, shor 
be notified of all inquiries coming fr 
their territory, as well as the names 
the dealers whom you particularly « 
sire to handle your goods. A ‘‘ bun 
of these inquiries, among which 
probably names well known to 
dealer, will have a most convincing « 
fect when properly presented by a we 
posted salesman. In writing an 
vertisement aim to secure the larg: 
possible number of inquiries, and tl 
use them well.’’ The nature of t 
received are an_ infalli 
guide to what consumers want to kn 
about the goods advertised, and if 
‘‘important point” has been 
looked it will soon be revealed fr 
this source. A plan for ‘ foilow 
up” inquiries must be devised to “fit 
each particular business ; no gener 
scheme will do for all, but the unde 
lying principle of ‘‘following uy 
closely, vigorously and thorough 
should always exist. The inquiry ist 
advertiser’s ‘‘ short cut *’ to success 
properly used.—Adv. Experience. 
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AN ADVERTISING FABLE WITH A 
MORAL. 
By /ESop the Second. 

Once upon a time a Hebrew clothing 
merchant accidentally came across a 
copy of PRINTERS’ INK, and as he was 
an advertiser he read and enjoyed the 
Little Schoolmaster. 

So attractive was that particular num- 
ber that our friend subscribed and 
great was the consolation that he found 
therein. It taught him every week 
new wrinkles in advertising. 

But there was one principle inculcat- 
ed, and it seemed to run all through 
every issue, and that was that it never 
pays to lie in your advertising—that in 
publicity, as in other things, ‘‘ truth is 
mighty and will prevail.” 

Now, the Hebrew merchant doubted 
this very much. He had no faith in 
the principle. But the continued 
teachings of the Little Schoolmaster 
finally overcame his scruples. 

So he resolved to break through the 


old traditions and to test the value of 
PRINTERS’ INK’s advice by writing an 


ad that should tell the truth, the whole 
truth, and nothing but the truth. 

And after many wrestlings with his 
business conscience, much silent weep- 
ing, and many misgivings, he wrote 
the following ad and sent it to all the 
local newspapers for publication : 


FORCED SALE OF SHODDY 
CLOTHING. 


I have 200 of last season’s Men’s 
Suits—one-fourth wool, 75 per cent cotton. 
They may wear fairly well, but I doubt it. 
They will certainly shrink in wet weather. 
The colors will come out in the wet. I can't 
Every gar- 





guarantee that any suit will fit. 
ment is poorly stitched, and the buttons are 
likely to come off without warning It is 


part of a fake stock that I bought fora mere 
song, but I m#eust make money on the deal, 
I'll sell the suits at $6.75 each if I can 
catch any suckers. First come, first served. 


ISAAC ABRAMSTEIN, Hicu Market St. 


so 


Isaac waited patiently for the trade 
that never came. He is still waiting. 
The public, while applauding his hon- 


esty, did not want the class of 
goods he offered. His competitors 
were ‘‘mad clean through ” that one 


of their number should have ruined 
‘*der cloding pizness” by stooping to 
tell the truth, and Isaac—poor Isaac— 
he lost all faith in truthful advertising. 

And the moral is, that while truth 
in advertising invariably pays, it is a 
losing game to tell the truth about 
goods that have no merits. They had 


better not be advertised at all. 





AN AWFUL SORE 


A Babe’s Untold Suffering 
And Mother’s Many 
Sleepless Nights. 


CUTICURA WORKS WONDERS. 


I herewith write out in full thé" beginning 
“nd end of thar terrible disease, Eczema, 
+= Wane untold suffering, and 


Tuts kind of advertising has oft 
been called repe llant. Vet 
mother with a suffering baby stop 
consider whether it is repellant orn 
And who else, after all, is it intend 


to influence ? 








does tl 





To adapt to one’s advertising pt 
poses a popular picture that is alrea 
in existence is often a more clever fe 


than one. The pictur 
here shown is reproduction of tl 
painting on which the New York /ow 
nal’s poster of the two newsboys 
founded. How cleverly the idea | 
been utilized in the Journal poster « 
easily be discerned. 


origin ating 
a 
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“In the Domes” ; 
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‘““We value the ome circula- 


tion most. - ARTEMAS WARD, 
Manager Advertising Sapot 
in ‘Printers’ Ink. 











In thousands of the 
best homes in New 
York and Brooklyn 
The New York Times 
is the only morning 
newspaper admitted. 
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The Mew Work Times 





“All the news that’s fit to print.”’ 
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Good Morning! 


This attractive picture is used in the advertisements of the Chicago 
Alton Railroad, being the idea of Mr. James Charlton, the general passeng: 


agent of the road. 


The lady who greets us so pleasantly is Mrs. Edna Wal 
ace Hopper, who posed for the photo from which the reproduction was mad 


WHY DO WE SAY PRINTING “OFFICE ig 


Correctly speaking, 
uring business. A p: 
styled after the fas 


printing is a manufac 
rinting office if it were 
ion of any other trade 


would be a printing factory or printing shop. 


Nevertheless, we find 


* office”? the distinct- 


ive term used to describe the place, while the 


word shop is in evic 
humorous “ print-sho 


distinction arise? Is 


jence only in ‘the half 
Pp sos Whence does this 
it a relic of an effort on 


the part of the printer to have his calling 


recognized as a pro 
and lawyers have th 
and sculptors their 


fession? The doctors 
eir offices, the painters 
studios, and literary 


geniuses their dens, the latter being a some- 


what recent coinage. 


Is it not likely that 


some scores or hundreds of years ago the 
printers were affected with an aesthetic de- 


sire to get above the 
adopted the word offi 

The dictionaries do 
ing of office which we 


shop or factory, and so 
ce? 

not recognize any mean- 
yuld justify its use fora 


place where printing is carried on. Properly, 
the business office of a printing office is the 


only part of the estab 


lishment entitled to the 


word. The proprietor and the bookkeeper or 


typewritist are the or 
justified in saying, 


nly ones who are really 


“We are going down to 


the office now.”’ The typos, pressmen, 
al., should say, ‘* We are going down t 

shop” if they wi ish to be exact. Custom 
sanctioned office, however, and its use 
probably sufficiently fixed to last for ce« 
uries his being the case, it is time that 
dictionaries recognized the meaning in w 

printers use the word, that the knights of 
stick may be backed by le xicographic al 
thority.—Printer and Bookmaker. 


7 
WHAT TACT IS. 
Remember that tact is the delicate kr 
of never tramp! ing on peop! e’stoes. Itist 


power of respecting each customer’s | 
without abating a jot of your own digt 
The merchant who can command that su 


power in himself and in his salesmen, if 
be straight and sensible in other respect 
already within reach of prosperity and 
mate wealth.— Chicago Dry Goods Report 


——s - 
THE BARGAIN SEX, 
** Man wants but little here below, 
This fact’s won him renown; 
While woman wants a lot of things 
And wants them all marked down 
—( hicago Record 








USE THE OME HE 
San Francisco 


CALL 


Its circulation warrants a share of your ad- 
vertising patronage. 


No better service can be furnished by its 
competitors. 


Make your goods known and sold through 
the columns of this journal, recognized 
by the entire population of the Pacific 
Coast as the great family paper. 


Circulation exceeds 53,000 daily. 


The San Francisco Call .% 
SUNDAY * DAILY »* WEEKLY 


CHARLES M. SHORTRIDGE, 
Editor and Proprietor, 


D, M. FOLTZ, Eastern Mgr., 34 Park Row, New York. 
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ADVERTISING A COUNTRY DRUG 
STORE. 


Mr. H. M. Johnson assumed control 
of the drug store of B. L. Clark & Co., 
of Kosciusko, Miss., on January I, 
1897. In Kosciusko there are three 
drug stores. The town contains about 
2,000 inhabitants, and is backed up by 
a large amount of trade from four or 
five counties, thus affording a splendid 
opportunity for a business man who 
appreciates the value of good advertis- 
ing. Of the three drug stores the 
one in which Mr. Johnson inter- 
ested had commanded decidedly the 
least patronage previous to this year, 
when Mr. Johnson began advertising 
of a character that has more than 
doubled the receipts of the business 


Bristles 


In your teeth 


is 





are not pleasant, but you 
will get them there every 
time you use a poor tooth 
brush. 


Get a brush 


that is built right. It 
doesn’t cost more but 
gives more satisfaction. 


Our best are built right. 
B.L. CLARK & CO., pruccists 


within the past three months. For 
this reason a representative of PRINT- 
ERS’ INK called on Mr. Johnson for the 
purpose of propounding a few ques- 
tions pertaining to his methods of ad 
vertising. 

‘*What were your first steps in this 
direction, Mr. Johnson, when you un 
dertook to revive your business ?”’ 

‘* Advertising in the town papers.” 

‘*To what extent ?” 

‘* Well, I use a six-inch single col- 
umn space, and I run numerous short 
notices in the local columns.” 

‘*Do you run the same matter more 
than once ?”’ 

‘* No; I change it weekly.” 

‘*Do you think a space of six inches 
sufficiently large ?” 

‘*Yes, the way I use it. I advertise 
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one thing at a time and try to do 
well. By changing the matter wee) 
I can say more about my business d 
ing a month’s time in six inches spa 
than in twenty-four inches and n 


$1,000,000 is large su 


f money, 
the value 
tie e c 





it will not of y 
sight. 

This delic ite organ of the body 
quires an accurately constructed gl 
We have them. Satisfaction guar 


teed. B. L. Crark & ( 


covel 


changing the matter at all. And tl 
I usually advertise other things tl 
drugs, such as spectacles, toilette a1 
cles, tooth brushes, stationery, cigar 
etc.” 

‘*Do you use circulars ? 

* Na? 

‘*How much money do you thi 
you will expend in advertising dur 
the present year ?”’ 

‘*T will do whatever advertising 
think to my advantage, though | 
than $200 will cover the amount at t 
present rate.’’ 

Mr. Johnson is a student of the I 
tle Schoolmaster, and says though 
has much to learn in the art of ady 
tising, he has been taught some va 
able lessons through its pages. 

E. K. ANDERSON 


iin aan 
A SPRING POEM. 

The Cincinnati Enguirer is sending 
the following appeal: 

GENTLEMEN— The 
has raged like a demon in the vicinity « 
cinnati has subsided, and placidly and p« 
fully the river winds its way to the turt 
sea. The buds down here are bursting 
the trees, and the velvety grass is hourly 
suming a more verdant hue. The s 
songsters, blest harbingers of spring, 
warbling their carols of gladness. Soor 
fragrant blossoms will burden the air 
their perfume. And it has occurred t 
that now would be a mighty good time t 


flood of waters w 
¢ 


sert that ad of yours in the great and 
Enquirer, with its 300,000 bona fide cir 
tion and the lowest advertising rate in A 
ica. What say you? Very truly yours 


ENQUIRER COMPAN 





eonnmiiininidigrtemmiamy 
TECHNICALLY EXPRESSED 
Tact is the silk lining of business ta 
and no man’s commercial equipment is « 
plete without it. Its warp and woof 
patience and unselfishness, These thr 
of character are not very common, an 
peculiar weave of them called tact is 
more rare. But its value never shrinks, 
scarcely any price is too high for the 1 
chant to pay for it. The more tact he h 
his own person, in his salesmen and ir 
those around him, the more certain is 
merchant of doing a steady and prosper 
business at all seasons and in bad time 
good.—Chicago Dry Goods Reporter. 
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SVEDVRANV 

EV | 2h \ BODY 
Within 250 miles of Spokane, Washington, 
with money to spend, buys and reads from 


beginning to end either the Daily and Sunday 
or The T wice-a-Week 


SPOKANE 
SPOKESMAN- 
REVIEW 


Spokane has prospered greatly during the 
last year. Each month, of all the cities in the 
United States, Spokane has shown the larg- 








est percentage of increase in her bank clear- 
ings over the corresponding month of the 
preceding year. 
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BANK CLEARANCES. 
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THE HOME PAPER 


To reach a man effectively 
through a newspaper, one can 
best do so through the paper he 
reads most thoroughly and trusts 
most fully. 

No other papers are so well 
read and trusted as the local week- 


lies in villages and country towns. 


We can put your advertise- 
ment into 1,500 of these, with a 
circulation of over 1,000,000 copics 
weekly, at a price—size and char- 
acter of circulation considered 
surprisingly small. 

You may change your adver- 
tisement every week, be absolutely 
sure of proper insertion, printing 
and position, at an outlay of no 
more time and effort than you 
would use in checking your adver- 


tising in a single paper. 


CHICAGO NEWSPAPER UNION, 


10 SPRUCE STREET 93 SOUTH JEFFERSON ST. 
NEW YORK CHICAGO 


These papers are ssued from the rvest t ns and villages 


in the great Middle West; the Chicago Newspaper Union lists 


cover this region. 
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A GREAT DEPARTMENT STORE, 


HOW HAHNE & Co., OF 
HAVE ADVERTISED 
TO POPULAR FAVOR, 


NEWARK, N 


J. 
THEMSELVES IN- 


‘* The builders have not been out of 
ur building at any time during the 


past ten years.”’ 


his was the statement made to a 


who made 
Ca. 
Newark, 


reporter of PRINTERS’ INK, 
1 recent call on Hahne & 
great department re of 
ss representative 


st 


N whose 


the 


trade- 


ark is seen every Sunday in four of 


he New York daily papers. 
‘*We have a big store,” said Mr. 
Albert Hahne, of the firm, 


P bigge r 


by six times than the next biggest store 


in New Jersey, and if times had 


} 
only 


n a little more propitious, it would 


have 


been bigger 
ill. As it is, we 
ver seven acres, 
with 300,000 feet 
f shopping space, 
ive I00 depart- 
employ 
people and 
elivery wag 
ns. I could add 
uch more, but 
figures are 
loquent.” 
“Give me 
hort sketch 
your store.” 
‘*There’s little 
to tell except 
teady develop- 
ment. A block 
from this site, in 
1858, my father, 
Julius Hahne, be- 
ran, in a_hole-in-the-wall, 
birds. The next winter, to an 
epidemic among the birds, he lost al- 
most his entire stock. Nothing daunt- 
d, he began again, and a few years 
fter the war he found it practicable 
enlarge sufficiently to enable him to 
ry a general stock. In 1876 we 
emoved to our present location, from 
hich time we began to expand, ac- 
juired property piece by piece, until 
»w our store faces on four streets. 


t} 
ese 


a 
of 


PHILLIP 


to 


owing 


sel 


‘* How to get people into the store 
sed to worry Mr. Hahne. 
he firm had most attractive 
indows and large, inviting doors. 
But the crowds that thronged round 
the windows and gaped in at the 
! seemed to have no desire to 
penetrate farther. What todo! How 


Julius 
show 


Ors 


A. 


13 


they didn't 
puzzler, and 
It came 
like an inspiration. 


even if 
It was a 


to get them in, 
want to buy 
yet its ion was simple 
to Mr. Hahne 
‘*He had everything in the show 
windows reversed, so that the outside 
presented a save for the sign, 
‘Walk in and around,’ and the 
display was in In every 
placed { 
‘*The change was 
very short ti 


they might be 


solu 


1k, 

, 
LOOK 
he 


ide. loor 


a similar sign. 

ipparent in a 
The feeling that 
intruding was utterly 
ispelled, and ly roamed 
hout the emporium, knowing 
were welcome 


1 to 


ne, 


people free 


1roug 


} 
I 


he > ions 
rhe same sign 


be seen In every one of our 


1 »rorway has 

the agitation against 

stores, Mr. Hahne, 
what is your opin- 


** Relative to 
department 
ion? 

‘‘T think the 
agitation is a good 
adve tor 
the stores,as show- 
ing that they sell 
goods more che ap- 
ly than others can. 
T h e very people 
who inveigh 
against them take 
advantage of every 
opportunity to buy 
from them, which 
isa clear 
nonstration that 
ese stores sell 
cheaply, 
they 
would not get this 
And one 

fact will always 
human remains 
eople where 
advantage. Fur- 
lepartment store is sim- 
development of the country 
which, you know, carries 
—and always did—a stock almost as 
various as we do,” 

Mr. Phillip A. Gifford, who is man- 
ager of the advertising department of 
the portrait ac 
companies this article, vouchsafed all 
the further information here recorded, 

Mr. Gifford is well qualified by rea- 
son of his successful connection with 
Hahne & Co. for the last eight years, 
he being the author and designer of 
the clever announcements put out by 
the firm. Not a little of his success is 
due to his versatility and originality. 
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Previous to his entrance into the adver- 
tising field he had been a journalist, 
and for years the New Jersey repre- 
sentative of the New York Hera/d. 

‘*Noting the fact that you advertise 
in the New York papers, Mr. Gifford, 
I would like to ask which, and how 
often.” 

**We use the 7Zimes, Tribune, Sun 
and Herald. We select these four 
papers as best for our purposes and 
advertise in each of them every Sun- 
day, never save in the rarest of in- 
stances taking space in New York pa- 
pers any other day.” 

‘* With what results ?” 

‘* The most satisfactory results from 
all.” 

‘*Do you contract for a certain 
amount of space or number of lines ?”’ 

‘*We never do that. Our policy is 
never to commit ourselves to any 
number of lines in the city papers. 
When I write my advertisements I 
always consider the mediwm and the 
class of people it addresses, and should 
we be committed to any publication, I 
would naturally feel handicapped at 
times. So we are careful to leave 
ourselves foot-free, and can drop any 
of them at a moment’s notice. If we 
felt that we were writing under duress, 
or restraint produced by constraint, 
we couldn’t do justice to ourselves.” 

‘*Do you advertise extensively lo- 
cally ?” 

‘*Daily in all the Newark papers 
and regularly in nearly all the near-by 
papers. We change our ads in the 
Newark papers every day, periodically 
in others.” 

‘* What other advertising methods 
do you adopt ?” 

‘Posters. We're great on posters— 
believe in them implicitly. Perhaps 
that’s because we’ve been spoiled by 
the superlatively good work W. L. 
Morgan & Co., of Cleveland, Ohio, 
have been giving us. Don’t get me 
wound up on the subject or you'll rue 
iy 

** Any others ?” 

‘*Well, we get out catalogues two or 
three times every year and distribute 
them all over the country side. And 
we are firm believers in the efficacy 
of street car announcements. We 
change these every week, and do you 
know we've educated the people to 
look for them. They seem actually to 
know and remember the day we 
change. Apropos of this, let me tell 
you an actual incident. Last winter, 
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through the fault of the printer, the 
word ‘too’ was spelled ‘to’ in one 
of these announcements. Within an 
incredibly short time we were flooded 
by personal and written corrections. 
We were quick to seize the opportu- 
nity and not make the correction. The 
verses which we published in the cars 
have previously been used in our news- 
paper ads. We use verse as we do all 
other odd methods, believing that 
within bounds everything is effective 
which is attractive and does not offend 
good taste.’’ 

‘What other methods do you em- 


ploy ?” 

‘“We take much space in pro- 
grammes and _ similar publications 
Then, too, we occasionally give the 


finest store exhibitions, ranging from 
the finest paintings—we'’ re now exhibit 
ing Hubert DeLorme’s $50,000 ‘ The 
Blacksmith ’—to the vitascope, or, as 
the perfected machine is called, the 
projectoscope. You have no idea how 


NEW JERSEY'S GREATEST STORE. 
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In the Very Heart of Newark. 





THE FIRM NAME PLATE, 


many applications we have from all 
sorts of actors, singers, character delin- 
eators and magicians. We only take 
what we consider high class. Then, 
too, we conduct contests of various 
kinds, with prizes. We have a doll- 
dressing contest on now. Two other 
secondary methods also come to mind 
—fence advertising, which we employ 
mainly on the outskirts, and our deliv 
ery wagons, which, of course, are mer¢ 
features of the regular conduct of busi 
ness, but in our case doubly effectual 
by reason of the fact that they con 
tinually traverse the country all around 
Newark, and aid to bring in what con- 
stitutes a large part of our business— 
the out-of-town trade.” 

‘* Ascribing much of your success to 
your advertisements, what element of 
them do you believe most effective ?’’ 

‘* Their truthfulness. This has in- 
spired absolute confidence in us. I 
don’t believe any house in the land is 
more thoroughly believed in than we 
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are. Misrepresentation, from stock 
boy to head of department, in adver- 
tising or in any way, is the one unpar- 
donable offense.” 

‘*One more question, Mr. Gifford : 
Regarding your New York advertise- 
ments, is their object to draw New 
York trade to you, or to get at Newark 
peopie through the metropolitan press?” 

“Neither exactly, although we do 
get just a little New York trade. But 
here is the point : In Newark itself, as 
in all the surrounding towns, the 
Oranges, the Montclairs, Arlington, 
Caldwell, Brick Church and all the 
rest, the New York Sunday paper is an 
invariable guest—you find them every- 
where. But there is still another rea- 
son. Many of the people around here 
are practically New Yorkers—some per 
cent of them comparatively recent 
comers, These people are not inter- 
ested in the local papers. of 
them, in fact, never see one. So we 
get at them through the New York 
Sunday sheets.”’ 

‘‘Did you notice the full page of 
Newark ads in Sunday’s (April 4) 
Easter Herald?” 

“I did. It had no special cause, in 
my opinion, except the desire of the 
advertisers to get the benefit of the 
specially superb edition.”’ 

I came away from Mr. Gifford with 
the impression that the air of enter- 
prise and ‘‘hustle’’ about the house 
boded well for its future growth.” 

J. W. SCHWARTZ. 


ieaeacmtaligmegiads 
SUBSTITUTION AND THE PUB- 
LISHERS., 
By Wolstan Dixey. 

They say that half the world doesn’t 
know how the other half lives. Prob- 
ably more than half the advertisers 
who read PRINTERS’ INK have very lit- 
tle idea what a big advertising prob- 
lem is involved in substitution, 

Almost everybody at some time 
other goes into a drug store or 
cery and asks for some proprietary arti- 
- and is met with the familiar re- 
sponse, ‘* We have something else that 
is just as good,” 

Pretty often the purcl per- 
suaded to accept the substitute, and 


some 


or 


gro- 


cle 


aser is 
this ‘‘just as good” business has in 
creased so tremendously within the 
last few years that it now diverts many 
million dollars annually from the adver- 
tisers of proprietary articles into the 
pockets of the substitutors, 

The manufacturers calculate that, as 
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their advertising isthe means of send- 
ing customers to the substitutor, a 
large portion of the ulvertising money 
gives direct aid and comfort to the 
enemy. In consequence many of the 
large advertisers are cutting down their 
Appropriations sweepingly. 

An extensive proprietary advertiser 
‘The 
last year has been a very disastrous one 
to many of the large 


said recently in conversation : 


advertisers, and 
they have seen their profits stolen by 
this substitution. They no longer find 
advertise in the same 
number of newspapers or take as large 
The publisher’s business is 
suffering also. Why should not the 
publisher protect his advertising client ? 
If he wants to retain his old clients 
and get new ones for his paper, why 
should he not publish vigorous edito- 
rials showing the evils of the business, 


it profitable to 


space. 


and that a person who has made up his 
mind to spend a for ‘ Jones’ 
Sarsaparilla,’ for example, should get 
that article, and not be insulted by a 
druggist or dealer offering him an arti- 
cle other than he calls for.” 

It looks as if both self-interest and 
fair play would Jead newspapers to at- 
tack the substituting practice edito- 
rially. The manufacturers certainly 
have a pretty good case in equity. 
When their advertising sends custom- 
ers to the retailer, it would surely be 
only decent reciprocity for him to sell 
them what they ask for, if he can. 
And when instead he shakes into his 
own lap exclusively the fruits of the 
manufacturer’s expensive advertising, 
it is easy to understand how the latter 
looks upon it as ‘* highway robbery.”’ 

If publishers will put themselves in 
the advertiser’s place for a minute and 
imagine themselves spending money 
to boom a rival newspaper, they will 
quickly get hot on the subject. It is 
hard to see why either publishers o1 
editors should hesitate to help an ad- 
vertising client to the same extent that 
they would take upany other just cause. 


dollar 


Editors usually come out strong on 
their duty to uphold the down-trodden 
and oppressed. If there is anything 


more down-trodden than spending your 


good money to send customers to a 
man who will beat you if he can, it 
would be interesting to know what the 
suffering occasion can be. If there is 
one thing on which the business and 
editorial ends of a newspaper can 
unite in one voice, it seems as if it 
would be a protest against substitution 
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HIS LIFE STUDY. 


Probably no man in the 
United States is better in- 
formed about newspapers 


than Mr. Rowell. News- 


paper work has been his 
life study. 


—Brooklyn Eagle, March 24, 1897. 


& 


With its surpassing excellence thus 
admitted on all sides, 


THE EVENING POST 


goes further, telling exactly how many 
copies are printed. In consequence 
of its character and known great issue, 
as shown, the advertising public cheer- 
fully pay THE EVENING POST 
the price it asks for advertising. 


Mr. Rowell, in “ Printers’ Ink,” 
April 7, 1897. 
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It is because 
its readers are of the well- 
to-do class that the 


Philadelphia 


Press 


is the most profitable medium 
for advertisers in the State 
of Pennsylvahia. « w w 


~ 


te 


The Press is 


the greatest 
want medium 


in Philadelphia. 


Pd 


Largest two-cent Circulation. 
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Advertisers 


Get satisfactory results 


for every cent spent in FARM 
News. That is the important 
fact. The why of it—not so 


ite 
important, perhaps, but none the 
Jess interesting —is: 


Farm News 


has the happy faculty of pleasing 
its readers in a peculiar, personal 
way. It gets up next to the 
farmer as no other paper does, 
and becomes ‘‘a member of the 
family.”’ It meets the wants and 
requirements of its readers so 
exactly that no other paper can 
take its place. And its circulation 
is constantly growing. 


& 


The Hosterman Publishing Co. 
Springfield, Ohio. 
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Secure a lave 
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The Millions 
of Dollars 
; \, Spent in 
| i Chicago 
Every Year! | 
You can do tt tf you advertise in 


The Chicago Dispatch § 


By JOSEPH R. DUNLOP. 
IT REACHES TH1k MASSES IN AND 
ABOUT CHICAGO. 


Circulation 115,000 Copies Daily. 
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The Weekly Dispatch : 


50,000 Copies Weekly, 
overs the Southern, Middle, Northwestern 
and Western States. 


,ege0g0e000990 9G 0 8SOCG909e00e0gos3 
Eastern Office: ® HOME OFFICE: 


517 Temple Ct.9 115-117 Fifth Ave., 


New York... 3 CHICAGO. 
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IN PHILADELPHIA, 
PHILADELPHIA, May 4, 1897. 
Editor of Printers’ INK: 

‘Here’s a Pretty Mess” very truthfully 
symbolizes a window display of spring cra- 
vats. ‘“*‘ No Eastern Made Shoes Sold Here”’ 
contradicts a sign under: ‘‘ All Our Shoes 
are Philadelphia Made.” A yellow kid of 
the negro type, with eyes that roll, is a win- 
dow attractor in evidence along the business 
thoroughfares. The originator evidently 
coined money on this novelty. ‘* Six hun- 
dred and twenty canes with sterling silver 
handles, worth from 75c. to $1.25, at r1c. 
each,”’ was the leader that furnished buyers 
for a recent gent’s furnishing goods sale. 
ee change shirt bosoms in the form 
of a circle, each quarter of which isin dif- 
ferent design, and may be attached to the 
shirt by a stud, are displayed for sale in 
many stores; alas for the cher. Madame 
Yale delivered one of her free yen toa 
large audience of women at a leading theater 
last week, which was supplemented by a 300- 
line ad across three columns of a cut price 
sale of her preparations by a leading depart- 
ment store as sole agent. ‘‘ Goin out white 
washin done here’’is an adornment in the 
African section of the city. Union Granite 


Company furnish square slabs as paper 
weights to news-stands, with imprint at- 
tached. F, A. PARTENHEIMER. 


nncspeiniatiiaen 
THE EXCEPTION PROVING THE RULE? 
Boston, Mass., May 1, 1897. 
Editor of Printers’ Ink: 
I was in one of the most extensive dry 
goods houses in Boston the other day, and 
witnessed the most intense activity in busi- 


ness. It was the store of C. F. Hovey & 
Co., which runs from Summer to Avon 
street. I understand that it is one of the 


rules of this house never to do any news- 
paper advertising. I have never seen any 
advertising that it has done, and it occurred 
to me that this was a significant success in 
the heart of Boston, where so many great 
advertisers are located. It is a long estab- 
lished house, probably having done business 
for forty years or more, and is said to havea 
constituency very much like the Boston 
Evening Transcript. 1 wish that somebody 
would figure out how it is that the house of 
Hovey has succeeded (as it evidently has 
done) without the aid of printers’ ink 
Epwin W, INGALLS. 
— iieionin 
WHOM THEY INJURE, 

There are numerous classes of retail mer- 
chants among the sufferers by department 
store competition, but the worst victims of 
the ‘‘octopuses”’ are the following kinds of 
dealers : 

The dealer who demands a first-class price 
for fourth-class goods. 

The dealer whose knowledge of the prin- 
ciples of ventilation is rudimentary, and who 
keeps his store dark and foul-smelling. 

The dealer who is under the thumb of 
some jobbing firm and cannot buy to the best 
advantage. 

The dealer who does not study the taste 
and requirements of his neighborhood. 

The dealer who wants an excessive profit, 
for the purpose of covering ex< essive cost of 
service, the fruit of incompetence and stu- 
pidity. 

The dealer who doesn’t believe in adver- 
tising, as a matter of principle. 

The dealer whose incivility or that of his 
clerks is a common topic in the vicinity.— 
Merchant's Review. 
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A TRIP TO THE MARKET. 

It is almost indispensable to the highest 
success of the retail merchant, no matter 
where his store is located or of what dimen- 
sions it may be, to occasionally visit the 
market himself. He can buy of the travel 
ing salesman, it is true, and post himself 
more or less satisfactorily from the trade 
journal; but after all, there are ideas to be 
gotten only in the great centers of trade. A 
survey of the huge stocks of the wholesale 
houses not only affords him an opportunity 
to pick up some bargains which would never 
suggest themselves to him otherwise, but 
gives him a knowledge of styles, qualities 
etc., that can but be beneficial. It 

reat advantage to have a practically limit 
“e variety from which to choose, t 
When, in addition to the foregoing, one con 
siders the object lessons to be observed in th« 
retail quarters of the large cities, the win 
dows, the display of stock and the use of the 
latest and most effective methods in conduct 
ing business, the educational advantages 
a trip to the market must be very patent t 
him. There is no better way to get one’s s« 
out of the old rut.— 7rade Magazine. 


oe 
AN AD THAT DOESN'T PAY. 

An ad that doesn’t pay may not be mone 
thrown away. it’s your first, last ar 
only ad, or if it’s your only ad on that par 
ticular subject or in that medium, and no r 
turns come in, of course your money h: 
been wasted. But many an ad that appar 
ently doesn't sell a dollar’s worth of gX 
may do many a dollar's worth of good. It 
may bring a hundred people within a foot 
buying. he next ad may bring them al! t 
your store, and it may be farther from a g 
ad than the first one. It’s a long time fr 
seed time to harvest, and there must be m 
cultivation between times.—Z.xrchange. 


imeteeitiitin = 
MAKE IT PAY. 

If advertisements are not read it 
fault of the advertisers. They must be ma 
interesting. Brains pays as well in thea 
vertising columns as on the editorial pag 
The lack of judgment and knowledge in t 
advertising columns is why so many ads 
to attract attention and draw trade. | 
dy pe nga 1 carefully, thou ght 

fake it pay you - =— rchants’ Gazett 
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A DISTINC TION WITH A DIFFEREN‘ 
“You women,” said he, in the pecul 
exasperating w yay a man has of saying t 


two words, “you women buy bargain tl 
because they are cheap.” 

‘““We do not,’’ said she 
things because ‘they are bargains."’ The 
tinction was almost too subtle for the & 
dering masculine intellect, but it was ther 


Exchange. 


MAIL ORDER } R MEDI DIA. IN N ENGI ANI 
There are no publications in Englan 
compare with the mail order monthlies of 
United States. Advertisers of novelties, 
there are but few of them, rely princi 
upon Pearson's Weekly and 71d Bits, « 
weeklies, and of immense circulation.—< 

Silent Pa irtner. 


IT AT’ 1 RACTS 4 ATT TENTION. 
“Yoh can’t allus tell whah ter 
credit by lookin’ at de surface,” said 
Eben, * De cork on de fishin’ line 
aroun’ an’ ‘tracts a heap o’’tention. B 
de hook dat’s doin’ business,’’— Washing 
Star. 


“We buy é 











PRIN 
NOTES 


Sapoio is never sold by department stores. 
Interstate Grocer 
Mr. G. W. Gipson, of the 
itographer, of Buffalo, N. Y. 

great awakening among advertisers as 
the value of photography in securing good 
istrations, 


Professional 
says there 


ining 

ais, Me., st 
ok it to the 

> window above a 

$ purse contain- 

When he came 

purse was g£ ne 

1ere was a big 
-~Exchange. 

Ine board of directors of the C« 
hange, of New York, have amend 
uws by adding a paragraph to the 

iding any member of the exchange, 

r directly or through a jf artnership, 

vertising in any newspaper, magazine 

her public method, and from sending out 

or market letters offering to do a 

retionary business. The penalty is 

n or expulsion.— New spapera 

on the “* Business of 

March Seri ‘ 


ns 


sus- 


a Great 
Aner'’s, P. G. 
ns, in illustration of the 
e nomies, the fact that a cer- 
gigantic flour mill in Indianapolis 

1 a balance on the right side of its ledg- 
ne year to the fact that ten hoops had 
j barrels that year instead of 


used on its t 
e, as in previous years. he Work- 
magazine for 


an article 
ry,’’ in the 
Jr., mentic 
f small ex 


g of a Bank,” in the same 
y, will interest business men. 
THE upper part of the town has not yet re- 
ered from the parade. There were plenty 
empty bottles around yesterday, and, 
rse even than these, plenty of bits of pa- 
During the ceremonies an over-enter- 
advertiser had thousands of hamgd- 
stributed on Riverside Drive. In some 
aces the very air was filled with them, and 
1¢ time the President had half a dozen of 
m dancing around his hat, while he beat 
ers away with his hands. The general re- 
was that the place looked as if it had 
visited by a snow-storm after the func- 
was over.—NV. VY. Evening Sun. 
——_-> —___ 
RSONAL INFLUENCE IN BUSINESS 
Few competitive wer ae of any sort, 
at or small, are made successful without 
deal of influence from the personal 
1 social qualities. We contract a habit of 
ing our paper from a particular newsboy, 
iply because his cheery voice, red cheeks 
engaging quickness have attracted us— 
ybe unconsciously on either side. We 
1 it far easier to withstand a book agent 
rummer or advertising solicitor, if he be 
ous-looking, difident or awkward, if he 
ssess no spark of intrinsic interest, and if 
haven’t chatted with him in the casual 
king car. In professional ranks one no- 
es the incomparable advantages enjoyed 
»hysician, the lawyer and the clergy- 
in, who has a good physique, an imposing 
sence and a Saelend stock of stories. 
ribner's Magazine. 
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A HOPEFUL PROSPECT. 
She—Of course, there will never be an 
1erican pope. 

The Brother—Why not? Isn't there a 
> Manufacturing Company in this coun- 
Life. 


JOHNSTON, 


‘TERS’ INK. 


AN EXCELLENT ADVERTISEMENT 

We believe that the agitation against the 
department store will not only be abortive, 
but that it will result in strengthening it. 
These are days in which pe buying 
where they can buy cheap. They don't care 
a fig for commercial ethics. They never 
trouble themselves as to where a merchant 
r how, yank- 


ple are 


isn 
and 


got his go 
rupt sales 

tivates them, and wher 
mer 
ip in 


antile associations every where 
arms and demanding the 
ertain kind of a store, ar 
1d upon the stateme 


re undersells 


suppre 


~ivrade Magazine. 
en 
rtapsencay-veriphdaahaiiery 
e that cuts rates ¢ 
the miy store that employs 
iverti 
argains ¢ 


Is it the only store that 
when there I 


ses ba 
arer 
Its large capital and multip 
give it a trem 
such methods The 
that adver i medicines tf 
at cost”’ 1e d ZO0C tore that for 
employees to starvation wages; the 
store that heralds an offer of $1 
$s, when it does not contain a half 
such, differ from the department store only 
in that they can’t do as much harm to their 
fellow-tradesmen. They want to badly 
enough, the Lord knows.— 7rade Magazine. 
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Classified Advertisements. 


Advertisements under this head two lines or more 
without ro pg centsaline. Must be 
handed in one week in advance 


WANTS. 


ff OREY pe maid for notes on John Wedderburn & 
Co. JHN L. RAY, Gaylesville, Al: 


\ ’ ANTED—To buy, 
& Co., from editors. NI 


\ boo 'nay Printe rs to try our 
col., $1; ols., $2. BUC 
ING CO., Ohio. 


notes on John Wedderburn 
WS, Gaylesville, Ala. 


half-tones. 1 
HER ENGRAV- 
Columbus, 


\ 7 ANTED— More printing from the class of 
eople willing to pay for the best. WM 
10 Spruc e e St., o Be 


M4 order business. No interference with oth- 
ork. We tell how and furnish every 
thing. Part’rs free. NAT'L INST., P. 1. 57,Chicago 
W ANTED—Advertisers to know that the News, 
Sunday and Weekly, has been in existence 
for 15 years. Sunday, 2 cents a copy ; weekly, 50 
centsayear. Reachesthe best homes. For rates 
write C. M. SHAFFER & CO., Youngstown, O 


LEADING New York department store intends 
making a change in their advertising de- 
partment, and wants a thoroughly equipped 
man to take charge of same. Apply by mail 
only. Address“ D. 8.,” Y., care Printers’ Ink. 


a anal 
MAIL ORDERS. 


] OW to make money in the mail order busi- 


ness. Address T. 
22 City Hall Place, 


CAREY & CoO., 
New York. 


Pub- 
lishers, 
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MAILING MACHINES. 


T™=2s Matchless Mailer ; best and cheapest. By 
REV - ALEXANDER DICK, Meridian, N. Y. 
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ADVERTISING AGENCIES. 
em wish to advertise an ching arty where 
at any time, write to the GEO. P. R« Ww ELL 
ADVERTISING VO., 10 Spruce St., New York 








STEREOTYPING MACHINERY. 


fa stereotyping outfit is practical ; 
as al meee 2 Sie no beating with a brush. 
Send _ for book . CURTIS, rN Leonard S8t., 
New York. 
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SPECIAL AGENTS. 


p“aee patronize H. D. eB 3 Special 
ge od Representative, ark Row, 
New York, ure first-class ~k 2, and satis- 
factory pesultn. 
> 
MISCELLANEOUS. 
NY boy can make good money retailing 
Dixiana Koot Beer. Large profits made, no 
capital — This is no “fake” or you 
would not see it in PRINTERS’ InK. DIXIANA 
MEDICINE CO., Sheffield, Ala. 
eo 
SUPPLIES. 


Va BIBBER’S 
Printers’ Rollers. 

7. INC for awe. BaUCS & COOK, 190 Water 

Street, New 
7 PAPER is ooo ith ink manufact- 

ured by the W. D. WILSON PRINTING sae 

CO., L’'t’d, 10 Spruce 8t., New York. Special p: 

to cash buyers. 


——__~e>—_—_—_ 
ADVERTISING NOVELTIES. 


Fo the purpose of inviting announcements 

of Advertising Novelties, likely to benefit 
reader as well as advertiser, 4 lines will be in- 
serted under this head once for one dollar. 


yor | ey: in advertising calendars; good 
rt ear round, a, clasps (user 
can mee em on any envelo V rite a _ 
the factory, to CLASP CO., uchanan, Mich 


FOR SALE. 


‘NOUNTRY Campbell. Executor’s sale. 7. 
Good as new. A. E. NEELY, Bennett P. O., 


Pg gga, — Business established 3 
ut aon Will sell cheap. 
T. J. Tir ITE, he Palle 8 St., 








Falls, N. ¥. 
Foe SALE—A half or entire interest in the 
only afternoon paper rae in a city of 
70,000 ene Address “ of Print- 
ers’ Ink. 
———___ +o 
PRINTERS, 
4 Me fers om S, artistic printers, 40 W. 
23d St., . Ci Send for our booklet. 


prow. wold cY CATALOGUE COMBINA- 
TION. an New York. (Fac- 
tory, 201-213 East 12th St.) 
\ TE ¢ neat, aa 
logues, bookle pone 
cards, ete., executed in the 








rinting. Cata- 


INK PRESS, 10 Spruce St., New Yo 
ELECTROTYPES. 
42000 ex cut inside of two inches square of any 
ect for # cents. Try them. Cash 
EADLIGHT ENG. ©O., 81 Fifth Ave., 





order. 
Chicago. 
GETTING advertisements to make them stand 
‘ out and furnishing one or more electrotypes 
of same is a line in which I am unapproached b 
any other printer. The nes each mont 
contain numerous eomapies of my work. Letme 
set your next adv., whether it — for an inch ora 


ee S I can suit you. WM. x: Mer. 
"rinte: Y. city. 


Ink Press, 10 Spruce a 


PRINTERS’ INK, 





AND ILLUSTRATIONS. 


ILLUSTRATORS 
} SENIOR & CO., Wood Engravers, 10 Spruce 
e St.,New York. Servic e good aud prompt. 





ONEY talks and p pictures tell the story. We 
make cuts for 50 cents, cash with order 
HE ADLIGHT ENG. CO., 81 CO., 81 Fifth Ave., Chicago 


¥ aS ge fry — re “results b by Siuswoting your 
cent cuts. Any subject 
SHE ADLIGHT ENG 


ow 
Cash enh setter. co., 


Fifth Ave., Chicag 


gee oe dg E outfits, paper and simplex meth 
ods, $15. White-on-black and Granotype en 
graving methods, $5. Book, $1. Circulars for 
stamp. . KAHRS, 240 E. 33d St., New York 


| TNTIL the 15th of June, to introduce our per 
fect half-tone engravings we will make the 
orice 10c. per square in., minimum cut $1. Send 
or samples. fir, C. E! Wentzel, our half-ton: 
worker, has a national reputation for doing fin 
work, he ving been foreman in two of the 
largest ae ie 9 establishments in Chicago A 
hoto is all that is necessary for copy. ARC 
NGRAVING CO., Youngstown, O. 


ADVERTISING MEDIA. 
Py42owane DE ALI = RS? MAGAZINE. 
Broadway, New York 
40) WORDS, 5 — 2% cts. ENTERPRISI 
Brockton, Mass. Circulation 7,000. 
A COSTE’S List. Good papers in ac we cities 
4 Rates low. 38 Park Row, New Yo 


DVERTISERS’ GUIDE, New Market, N. J. 6c 
Cire’n 3,000. Close 24th. Sample fre« 


4 line. 

A erson advertising in PRINTERS’ INK 
to the amount of $10 is entitled to receiv: 

the paper for one year. 


ARGEST circulation of any daily newspaper 
4 in Williamsport, — GAZETTE and BULLETIN 
6,000 D., 4,000 W. LA COSTE, New York. 


I AYTON (Ohio) MORNING Toes and EVENIN 
NEWS, 14,000 daily, create a“ want” for pro} 
erly advertised goods. LA COSTE, New York 


4 be PIQUA CALL “ olan advertisers wh 
want results. cire. than all other 
Piqua dailies comibeea.’| LA COSTE, New York 


EADING newspapers in Southwestern Ohi 
outside Cincinnati), Dayton MORNING TIMFs 
and EVENING News, 14,000 daily. LA COSTE, N. ¥ 


. = TIMES-UNION is used by the successfu 
business men of Albany to keep its th: 
sands of readers informed just whas ¢ eyhave fur 
sale. Advertisementsin its columns are sure t 
bring results. JOHN H. FARRELL, editor ar 

proprietor, ee N.Y. 














<< 
ADVERTISEMENT CONSTRUCTORS 





‘YLARENCE F. CHATFIELD, 210 Front St 
Owego, Tioga Co., N. Y. 





TOL iotas DIXEY, writer of advertising 
Nassau St., New Yo wrk. 
Wag thd E advertisi =~ aE A, WHEATL} 
257 Broadway, New Yo 

E A. WHEATLEY, Spec jalist in Advertisin: 
40 257 Broadway, New York. 

i G ILLAM & SHAUGHNESSY, Advertisers, 623 
3 624 Temple Court, New York. Write 





7 ST. ELMO LEWIS, Mer. THE ADVERT! 

4e ERS’ AGENCY, Penn Mutual Bidg., Phi! 
D8. Written “ tothe point.” T. 8. HOLBRO« 

- Dept., Kiernan Agency, 18! Broadway, N 


RIGINAL ads and booklets prepared. J! 
SCARBORO, 20-22 Morton St., Brooklyn, N 


} EALLY good cuts at really reasonable pri: 
Circular for stamp. R. L. CURRAN, P 
Box 2208, New York. 


Bh te ae nd CATALOGUE COMBIN ‘ 
TION rade business-bringing ca‘ 
logues. ieee Ft e Building, New York. 
‘HE only writer of exclusively medica) ar 
drug advertising. Advice or samples fr: 
U LYSSES G. MANNING, South Bend, Ind. 





\V RITE R of good advertising matter, CHAS 


\ 


\ 


x 
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4. WOOLFOLK, 446 Main St., Louisville, Ky. 
BARGAIN, 16 
and printed, 

sample. C.J. 


e booklets 34x54, written 
first thousand. Send stamp 
GG, Farmington, Me. 


y 
| booklet 
ed 

" 

ther 

d 


u Talk on a Vital Question ” ; 


eZ 
aking It Pay”; 


copyrighted) 
nfidential Symptom Blank ” 
ght to give any business man a fair ‘idea of 
,t Lean do for him, and about what I should 
pect to get for doing it. 
harge ——— 
AR STIN BATES, 
ierbilt Building, 
w York. 


W RITE ads for retailers and general advertis- 
ers, medica] ads, circulars and booklets; in 
t, anything pertaining to profitable publicity. 
hatever | write, I put the same effort, the same 
jor, the same concentration in my work. | 
te no poetry, no funny, no bombastic stuff. 
business mar, who is as competent in his 
business as I am in mine to present his busi- 
) the public, can afford to hire my services 
1 me rake money out of it, Lam not inflated of 
wn importance simply aware of my useful- 
s to the right parti _. To new customers two 
» ads for $1. Money back if not suited. 

i full data. 1s man cont 
x the use of a booklet for his business should 
k for my prices and samples. My 5 My 





rade pioneers or tonics, as the case 


may 
klets are perfect in writing and printing. on 
prices save you money. y booklets are ef- 
tive, dignified, inexpensive advertising edd 
Every letter that leaves the office, every 
kage that leaves the store should contain 
Send stamp for sample. C. ZINGG, 
mington, Me. 
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\ Y little booklet, “ How,” tells what I do for 
4 the money you ought to pay me for advice 
CHARLES AUSTIN BATE oS, Vanderbilt Bidg., N 4 


Qix optical, four jewe ‘ry ads printed strikingly 
N displayed, to new customers for $1. Money 
back if not suited. C.J. ZINGG, Farmington, Me. 


LL the borders and type used in Printers’ 
INK are at the diapesal of people who have 
their advertisements put in type by me. \ 
JOHNSTON, Mgr Printers’ Ink Press, 10 Sp ruce 
8t., New York City 


A FEW OF OUR CLIENTS. 
é 


We are the leading advertisement writers and 
illustrators in thiscountry. We are working for 
the very best concerns. A partial list of our 
clients follows. Weare prowl of the list 

Best tin manufacturer in the United States. 

Best flag-maker in the United States 

Best Military Academy in the United States 

vas and biggest clothing concern in Brook 

rrape juice concern in the United States. 
aundry in New York 
embalming fluid-makers in 


the United 


 .. st and biggest shoe manufacturers in the 
sat 

"he »st textile publication in the 

Best and Gemeest 
United States 

Largest whisky bottlers in the United States 

Leading civil service institute of the United 
States 

Two largest medical advertisers in the South 

One of the best known chemical concerns in 
the United States. 

Makers of the most famous dentrifice in France 
and Europe 

e best advertisers demand the best w riting 
and illustrating. That is why they come 
They are staying with us, too 
people. 

If there are any more advertisers who are real 
particular, we hope they will write us. Plenty 
of samples for bona fide business men 

MOSES & HELM, 111 Nassau St., New York. 


United States 


suspensory house in the 


oO us. 


We are satisfying 





coeeee 


‘Time all filled. 


I really do not want any more business for awhile. 


totes 


Snap aid Sense. 


You want snap in your advertising or people won't read it. 
sense, too, or they won’t believe it and buy. 
I put plain horse sense into it; and if needed a little 
If you want these elements in your advertising I would like to 


WOLSTAN DIXEY, 


tising. 
Tabasco. 
hear from you. 


Writer of 
Advertising. 


ooee 


ot oocces 


You want 
I write and illustrate adver- 
ginger and 


150 Nassau St., New York. 








eee 


seeees 





Iam too busy for comfort. Will it last ? 
four years. 


Better be too busy than not busy enough. 


I'll talk to you about work for delivery after June 15th, if you like, 


Ask for my Confidential Symptom Blank (copyrighted). 


CHARLES AUSTIN BATES, 


Plans, Advice, Writing and 
illustrating for Advertisers. 


keep on advertising because I’m afraid if 


I dont know—been almost the same for 
stop I'll stop being busy. 


Vanderbilt Building, N. Y 


SPOS SPSOSOS SEES ESEES HF OSES OOOO OSS EES 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 





t@” Issued every Wednesday. Ten cents a copy. 
Subscription price, five dollarsa year, in advance. 
Six dollars a hundred. No back numbers. 

t@ For ten dollars, paid in advance, a receipt 
will be given, covestng paid subscription from 
date to (January ist, 1901) the end of the century. 

(= Being printed from pes it is always 
possible to issue a new edition of five hundred 
copies for $30, or a larger number at same rate. 

(@ Publishers desiring to subscribe for Print- 
ERs’ INK for the benefit of advg. patrons may, 
on application, obtain special confidential terms. 

t#r If any person who has not paid for it is re- 
ceiving PRINTERS’ INK it is because some one has 
subscribed in his name. Every paper is stopped 
at the expiration of tbe time paid for. 


Oscar Herzserc, Managing Editor. 
Prter Doucan, Manager of Advertising and 
Subscription Department. 


New Yor Orrices: No. 10 Spruce Street, 
Lonpon AGent, F. W. Sears, 108 Fleet St 


NEW YORK, MAY 12, 1897. 








WHICH is the best of the ten-cent 
magazines? PRINTERS’ INK solicits 
opinions. = 





THE Little Schoolmaster is always 
pleased to consider practical articles on 
advertising, and to pay for them 
promptly on acceptance. Contribu- 
tions are solicited from people who 
have really something to say. 





PEOPLE who are interested in the 
writing of advertisements combating 
substitution should read the full page 
announcement of the Postum Cereal 
Co. in the Chicago 7imes-Herald of 
Wednesday, April 28. It is forcible 
and interesting. The text upon which 
it is based is: 

Beware of what is put into the stomach. 
A man who will make a counterfeit food or 
drink will not hesitate to use deleterious in- 
gredients unfit for the human stomach. 





ALBANY, N. Y., has seven daily 
newspapers—two printed in German 
and five in English. But a bare ma- 
jority of the whole number has shown 
a willingness to furnish to the Ameri- 
can Newspaper Directory a report of 
average circulation during the year 
1896, viz. : 





Morning Express..........+++ 11,039 
Evening Journal............. 10,654 
Argus, exceeding..........+.. 4,000 
Taeglicher Herold........... 2,432 


The last annual statement furnished 
by the Zimes-Union was for 1894— 
19,600 copies—and for the Press and 
Knickerbocker 15,630 copies in 1894. 
The Weekly Journal maintains its old 
position, and printed an average edi- 
tion during 1896 of 34,525. 
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PEOPLE who possess letters received 
in answer to advertisements often a 
pear to think them of very great value 
In a recent advertisement the Sawyer 
Publishing Company of Waterville, 
Maine, offers $2.50 per 1,000 for sucl 
letters received in either 1896 or 1897. 
Apparently afraid, however, that an 
offer of such proportions might deluge 
it with letters, the company stipulat: 
that the letters must be sold outright 
that they must never have been uss 
by any other publisher, and that sar 
ples of the letters as well as the a 
which elicited them must be sent be 
fore an arrangement for purchase cai 
be made. The man who has on 
thousand letters to sell can, therefor: 
hardly be deemed to have in his han 
the nucleus for a millionaire’s career 


THE ‘‘cutting” of prices on pr 
prietary medicines by department store 
is said to have an important bearing 
the substitution problem. The 
partment store cuts down the price 
the proprietary medicine to such 
peint that the retail druggist can 
handle it, and he fails to keep it 
stock ; when customers ask for it, | 
tells them that he does not keep i 
and as people usually want their me 
icines immediately, he frequently s 
ceeds in selling them his own prepa 
tion, without even telling them it 
‘*just as good,” except, perhaps, in 
dentally. In this way the adverti 
is apt to lose a considerable number 
sales. The gentleman who relat: 
these facts to the Little Schoolmast 
said he had evolved a remedy for t! 
existing state of things, but when ask: 
to indicate it, excused himself on t 
plea that he might, perhaps, ma! 
something out of it. He said, h 
ever, that it was a very expens 
method, and implied that he wo 
rather spend somebody else’s cash 
carrying it into execution. 


pana <a 
IT IS FORBIDDEN. 


Catnown, Ga., April 26, 1897 
Editor of Printers’ Ink: 

Kindly give me some suggestions on t 
best way of obtaining addresses for circu 
distribution. Is there a law which prevent 
postmasters from furnishing names of per 
sons who get mail at their offices? I wish 
reach the people of the small towns and rura 
districts. A. Hatt 

Postmasters or their wives or men 
bers of their families are forbidden b 
the regulations of the post-office 
furnish lists of persons receiving ma 
at their offices.—[Ep. P. I. 





PRINTERS’ INK, 


A BOOK WANTED. 


Cotumsvs, ¢ 
of Printers’ Ink: 
Where can I get : givin 
ation on the subject of types, be 


as one could us¢ 


)., April 29, 1897. 
ditor 


any inf 


A. &. Witeon. 

Vhere is no book published which 
es directions about putting adver- 
nents into type. Perhaps no such 
be written, the 
one of individual 
If the ad vertiser 

a good sually find 
excellent le e latter 


k could because 

utter is largely 

te and j gment. 
] 


rinte 


will re > . beg 
gestions than a vol 

te ndency of the best adv 
ann yunceme nts 1 


sing 
ime 
ertisers 


iy is to set 


find that it fits all cases 

ie€s.- b, F.. i. 
—_ 

BLUFF IS STILI 

FECTIVE, 


he will 


contingenc 


OLD EF- 


hio Farmer,in an attractive cir- 
called ‘‘A Few Words to You,” 


e claim that 
e largest b 
egular weekly 
nal of America. 
will forfeit $1,000 to any party or 
ties who will prove e thi is claim to be incor- 


the Ohio Harmer has by 
na fide paid circulatiem of 
agricultural or live stock 


And the Ohio Farmer gets out of 
bold challenge in avery ingenious 
The publisher of the Ohio Farm- 
is the only man who knows how 
ny copies he prints, and he will 
ver, never, never tell. The circular 
ling with the two sentences quoted 
ve begins with one still more ex- 
sive—viz, ‘‘ The expensive me- 
m is usually expensive because it 
i right to be—it has proven itself 
ible to the advertiser.” That is 
sort of a confidence game that the 
time publications practice very 
gely. When a publication begins 
go to seed it is customary to take a 
h stand on quality and never let 
ody know anything about the 
antity. 
—_———~or———_— 
THE first forms of the American 
wspaper Directory went to press on 
ne May Ist, and the book will be is- 
1 to subscribers June Ist. 


FROM VIEW. 


TWO POINTS OF 


The 
case by 


Vews question in its own 
——— its rculation figures of 
4,000 to 4,600 copies a day at head of its 
columns every day.—Buridington News. 
When the affidavits of propri 
ave repeatedly been shown to be false, 
in the courts and out of them, who will be 
gulled by alleged circulation figures of the 
character quoted? Unless a paper is willing 
to submit its books and business to the 
searching examination of a fairly constitut 
ed and impartial committee—as the Troy 
Press did to sustain its claim to having the 
largest regular and paid daily circulation in 
Troy—all the figures and affidavits put forth 
are but so much dust in the eyes of the pub 
lic —Troy Press 


f} 


settles 
the 


Penson ! 
etors 


“exper a ire t 
ways of “‘doctoring”’ newsp 
yuld not know a press ¢ 

water meter. Geo. P. R 
by long and 
culation | 
tailed statement fr m the blisher 
and the anternal evi e of the rep 
not be depended u : > is n 
can insure an accu rate statement 
no way to wholl ly preve nt liars in 
the public, and the News will 

lati n figures until 

ns them. n 

of satisfying 


— 


who w unte 
»well 
expen 

ars that 


ourselves in the 
ier of the Tr y Press, evi 
ieves the pub blic believe him to t 
a liar.—Burlington New 
Commenting or the above, PRINT- 
ERS’ INK wishes to record: Ist. It 
never knew a publisher to decline to 
tell his issue, as the Troy /’ress does, 
who would rea allow any one to 
know his 2d. Invitations to 
well-known men to examine circulation 
books and report on them are always 
fakes intended to hoodw ink the public. 
3d. It does not believe that the claim 
of the Troy ress to have the largest 
circulation in Troy has been sustained, 
is sustained or will be sustained. 


issue. 


RS ess 

AN advertisement that has a sincere 
ring to it will make a favorable im- 
pression every time. 
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ADVERTISING FOR RETAILERS. 


Advertisers everywhere are invited to send matter for criticism ; to propound problems and 


to offer suggestions for the promotion of better advertising. Send newspaper ads, circuiars, 
booklets, novelties, catalogues. Tell your advertising troubles—perhaps PRINTERS’ INK (The 


Little Schoolmaster in the Art of Advertising) can lighten them. A 


tions to the Editor of PRINTERS’ INK. 


dress all communica- 





I am in receipt of a folder adver- 
tising Haines & Co., tailors, at Spring- 
field, Mass. It is a work of art. 
That is its principal fault. I believe 
in fine paper. I believe in fine print- 
ing. I believe in artistic printing, just 
as long as the artistic element does 
not completely overshadow the serious 
business purpose. 

I believe the folder before me is an 
instance where this is the case. The 
circular is well written, but some way it 
doesn’t stick out. 

I may be wrong. It may be that 
Haines & Co, cater toa very high class 
of people, who will appreciate their 
production and treasure it for its artist- 
ic beauty. Even then it is a question 
whether they will ever read it. Not 
because of any fault in the letter- 
press, but because, as I said, it hasn’t 
the sticking-out quality. I hate to find 
fault with as pretty a piece of work as 
this, but the fact remains that I be- 
lieve it is too pretty for its purpose. 
Moreover, it is of the Beardsley style 
of art, and the people who truly appre- 
ciate that style are few and far be- 
tween. If Haines & Co.’s folder had 
not been quite so artistic I think it 
would have been more business-like, 
and probably productive of bigger re- 
sults. 

+ * 

I do not know a concern which 
combines with its business more poetry, 
astrology, anthropology, mythology, 
and ethnology than the Central Coal 
and Coke Company, of Texarkana, 
Texas. It must be that the jobbers 
and dealers in lumber are all savants 
and pundits if this isthe best way to 
appeal tothem. About a month agolI 
said some things about the advertising 
of this company. I was rather jocular 
about it. The ad I criticised was en- 
titled ‘‘The Dawn of Civilization.” 
It went away back to the beginnings 
of things, and talked about Buddha and 
Vishnu and Siva, and a lot of other 
pot-bellied gods who used to star in 
thecast of the Hindu pantheism, It 
was quite a piece of word painting, but 
it didn’t say a word about Little River 
Yellow Pine, which I supposed it was 





intended to sell. The reason I thought 
so was because this monograph ap- 
peared in the advertising pages of a 
lumber paper. It costs good money to 
occupy a page there. whether you ad- 
vertise lumber or discuss comparative 
philology. I couldn’t think of any 
other reason for the ad’s being ther: 
unless it was to sell yellow pine. And 
I made my criticism while laboring 
under this delusion. 

However, I was mistaken. Since 
then I have received a whole batch of 
the antiquarian advertising of this 
company and two letters. The adver- 
tising matter covers the entire range of 
classic mythology from the Assyrian 
and Egyptian and Oriental to thi 
Greek and Norse. It shows either an 
immense amount of research, or else a 
lot of off-hand erudition which would 
do a college professor proud. Sut 
throws very little light on Little River 
Yellow Pine. However, the letter 
explain everything. Here is lette: 
number one : 

Editor of Printers’ Ink: 

I have been very much interested as we 
as amused at the efforts of zealous friends ij 
keeping me supplied with recent issues 
Printers’ Ink, particularly No. 11, of dat 
March 17, 1897, as they were desirous that a 
the good points on page 45 should filtrat 
through my mind as quickly as possible b¢ 
fore the evil days would come, in whic! 
would have to acknowledge that I had 
pleasure in them. 

I have the pleasure of sending out consid 
erable advertising matter, in a quiet way, t 
our dealers, not particularly to attract mor 
business, as with our facilities the deman 
exceeds the supply, but I do believe in usir 
printers’ ink as much as I can to keep t 
trade good-natured and to act as jovial me 
sengers, flitting in and out as between off 
and office. Yours very truly, 

J. W. Amerman, Manager. 

And here is the other : 

Editor of Printers’ Ink: 

We herewith mail you two advertisement 
from the series being run by the Central ( 
and Coke Co., of Texarkana, Tex. An 
from this series was the subject of a ver 
well written and entertaining criticism cor 
tained in Printexs’ Ink some few week 
since. This criticism, when the premise fror 
which the writer apesen is considered, 
quite logical, but the premise was false. 

These advertisements are not intended for 
nor do they go into the hands of consumers 
The Central Coal and Coke Co. deal wit! 
wholesalers only. The 7imberman has a 
circulation among such dealers exclusively 
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er words, every subscriber to the 77m- 
n, especially those of them w are 
e customers of the Central Coal and 
Co., may be considered as experts in 
er matters. Every one of them is thor- 
ly acquainted with the charac teristics, 
nw By and grades of lumber manu- 
red by the Central Coal and Coke Co., 
every other concern « “y impo rrta ance. 
he location of a lumber-produc ing plant 
th - any lumbe —_ an needs to know in 
r to determine the character and kind of 
er produced. order that you may 
se these ads intelligently, wil 
thetical case containing all the « 
es to be considered in connectio 
present advertising policy of the C 


ho 


we 


are c 


called upon to write a series « 


me well-known J 


ments for s brand 


advertisements are printed in a paper 
ing two hundred ads of other brands 
1inine, all known to the people you will 
to be of equal merit. 

e circulation of your paper is among 
lesale druggists exclusively, and your ad- 
tisements are intended only for that class 
people, and are put into the hands of no 


sidering these points, y 
‘wha at is necessary to make a good | 
ad, and will probably discover that 
advertising presents a more uniqu 
ult field to the adwriter than almost any 


yu Can appre- 
ium- 
lu m- 
e and 


may perhaps suggest itself to you that it 
not be necessary to repr« duce a treatise 
} ysi iology or anatomy in order to make a 
ad for a wholesale quinine house. 
C. C. Co 
This ought to settle the matter. But 
it? Is it really true that the Cen- 
Coal and Coke Company has all 
it can handle? Is tH® 
ver trade really acquainted with 
characteristics, adaptabilities and 
les of lumber manufactured by the 
resaid four C’s? If it is, then what 
1e use of paying out good money to 
ertise at all? If it then this 
ipany has got to a point never 
shed by a business house before. It 
ique in its business position. I 
not wonder that it has money to 


usiness 


is 


ut if all this is really not true 
C. C. C. Co. can handle 
e than it is getting—is this a good 

y to get it? 

I know all the difference there 
ts between advertising to reacha 
er or dealer and advertising to 
h the consumer. I know also that 

re is just as much to say in the way 

straightforward, convincing, logical 
ertising in one case as in the other. 

‘¢ your own example of the quinine 

A wholesale druggist is selling 
nine to the trade. Of course, quin- 
sastaple. He does not need to 
in his ads what quinine is, nor its 
rapeutic effects upon the human 


~if 


more 


Now, 


RS’ INK. 

icated in the 
But if he 

mvince every druggist 


system, nor that it is ind 
United States dispensary 
is wise he will c 
in the trade that he very 
best preparation of quinine on the 
market. He will point out the danger 
of adulterations. He will 
his preparation is perfectly and chemi- 
cally pure. Hewill bear down on the 
high-grade reputation of his house, 
prompt deliveries, the handy form in 
which his article is put up, the 
counts he allows. He will make 
trade believe has the juinine 
there is. There are a lot of things he 
could say that I do not know, be« 
I do not know a about 


is selling the 


show that 


its 


ke the 


he best 
ause 


the 


reat deal 


marketing of quinine 
facts 


examples of th 
out. And he cx 
single allusion t 
in Esculapius, or 


reia, 
ippea 
tian Pharaohs, 

ot g od 


low pine 


ling 
demi-gods or Egy} 

There are any 
points about Little River yel 
which it would pay to keep before the 
} »bbers. I don’t know what they are, 
but I will bet that if I were making a 
living selling the pine I would know. 
And I know I would never get to 
point where I business than 


the 
had more | 
I could handle. 

I do not the lumber busi 
ness should present greater difficulties 
to the adwriter than any other busi- 
I have been told this of every 
business with which I ever had any- 
thing to do. In no instance has it 
ever been true. There is not a single 
article of legitimate demand that 
ve sold about which there are n 
trade-bringing facts which can be 
tersely and convincingly stated in the 
ads. It makes no difference whether 
the article is t I 
tailers or cust 
kind 


see why 


ness, 


can 


eing sold to jobbers, 


ymmers, The 
ence is the of thi 
each case. 

It isn’t 


Co. to te 


necessary for the C. C 
ll lumber dealers what pine 
or what it is used for, or describe the 
process of felling trees and floating the 
logs to the mills, though this would 
more to the point than a museum of 
But there must facts 
traveling men present to 
and are the 


antiquities. 
which its 
possible customers, 
kind of facts that should appear in the 
ads. I don’t believe the salesmen 
tackle customers with a quotation from 
Homer, however appropriate, nor does 
their conversation sparkle with allu 
to the natives of Botocudes or 


these 


sions 
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the coat of Dejanira. Ido not know| For a Furniture Store. 
where Botocudes is; I never heard of | F Y 
Dejanira ; 1 do not think many dealers retful oungsters 
in lumber have either. I do not like | —should be kept out in the fresh ai- as m 
to be reminded of how little I know. | as ee. It om them to be kept « 
a ¥ J »y | tinually indoors. No excuse for not sup; 
Few men do, and wholesale lumber ing baby with a new Baby Carriage—wt 
dealers are men, like the rest of us. | the prices are so low—and we give you 
1 should be afraid that they would fee] | the time you want in which to pay for the: 
that somebody about the home office} Baby Carriages, $5 up, on Credit, 
had a lot of miscellaneous information mappa” : wT 
; : ., |. We don't require you to go through wit 
about various abstruse subjects which lot of “‘red tape.”’ All we require is y 
was troubling him, I simply suggest | promise to pay us for whatever you purcha 
this. It probably is not so, but I think | ™ weekly or monthly installments See t 
? new '97 Baby Carriages. They’re be: 
readers of the ads and printed matter| —_“___* wns = 
might infer so. 

In one of the booklets of this com- 
pany I find some striking facts. There) Your Lawn 
is a table which shows the proportion- 
ate crushing loads which oak and yel-| 
low pine will bear respectively. It 
shows also the breaking loads required 
for white and yellow pine. The re-| 








For a Hardware Store. 


needs your immediate attention to ins 
its turning out well, The grass 

srobably come up in irregular 
Y. u need a Lawn Mower to 
grass of uniform length. No reas« 








t ‘ every one should not own his 
sults are greatly in favor of yellow Mower—it’s much more economical 
pine. That is the kind of fact which the rsc. and 25c. you pay each time t 
> > + y adve : iv. Sut I grass 1s trimmed counts up at the end 
I would use in my ad erffsit 5 I | the season. While buyinga Lawn Mow 
would make a good deal of the busi- get a goodone. You'll find the kin 





ness methods of my firm ; its prompt-| sell not only to be durable and cheap, ! 


ness in shipping; its accessibility to me ol to be easily propelled. Note t 
« Y « ces, 

source of supply and to market; its 
discounts ; its wide-awake policy and 
fair treatment of all customers. 

It Is not necessary to reproduce a Mothers 
treatise on physiology and anatomy to), 

water ioe, ink te tk Maneennee —if you expect the boys to keep neat ar 
™ Vertise quame, nm ¥ ooemeety | tidy you must buy them clothes that'll sta 
to publish a compendium of archeology | the strain. 


to advertise yellow pine. You must buy them where there’s a kn 
¢ | edge of such things—where the making 





For a Clothing Store 





* * | done under the personal surveillance of « 
* | petent judgment. You wouldn’t go toad 
READY-MADE ADS. |tor for legal advice—and you can’t expe 





| tailoring sense—and science in a pin 
[I do not write these ready-made ads. Theyare| needle shop—now in a half-kept clot! 
taken wherever ae are Sans, and credit is store, 
“0 ec 8 own. 0 - , 
cat lhape ph oe ae aolseibed. "rhe name| ,Here’s value beyond the power of others t 
and address of the writer will be printed, if he g!v¢e. 
wishes it to be.—Ep. P.1.] They’re not job lots—and you ought t 
— " : thankful for that. 





For a Laundry (Yale Laundry, Washing-| The maker who made ’em wasn’t har 
7 ton). pouees for cash—if he was the Suits mig 
rave been stingily made. 
The YALE uses pure filtered ar- But they’re the big, generous product 
tesian well water. plenty of capital—plenty of experience 
Therein lies the secret of the plenty of expertness. They're worth w 
snowy white, clean linen for which | they’re marked—and Btn! two to one 
the YALE is noted. Suits that are marked the same elsewhere 


Main office, 518 Tenth street. Tele- eas 
hone 1092. ae 
P a dhe — ——— For an Optician. 





For a Newspaper. 


Were He! How good seeing 
lt You Were He! ; a Pair of Eyes 
Yes, if you were the creditor and saw the 


merchant sitting idly in his shop accu-: have you ? 

mulating no~> dust, cobwebs and out-of- | 

style goods than cash, you would proba- | You perhaps say “‘ your eyes are 

bly feel like asking, Why don’t you right’’—but are they as good as th 
were three years ago? A few minut 


Wake Up, of your time and an expert examinati 
use the advertising columns of the 7/mes, | (given free) by our Retracting Opticia 
and exchange your stock for legal ten- will speedily determine what the condi 


der? What say you? | tion and needs of your eyes are. 
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CONCERNING “COPY 
By Julius Radlock 

There is still a great want of appre- 

ition of the true value of good 

utter in an advertisement. Adver- 

and even some agents think 

re of how cheaply they can buy 

e than how well they can fill it. 

e sooner they reverse their ideas 

e better. They are distinctly on the 

mg tack, and agents, at least, ought 

know it. Do you think it concerns 

e public whether you pay $100 or 

$1,000 for the back page of a maga- 

e? They are interested only in 

ad, not in what it costs you. The 

re you pay for the insertion of an 

that is not good the more foolish 
are and the more you lose by it. 

You say you pay $1,000 instead of 

because you get more than ten 

es the circulation. I say, ‘All 

if it is a good ad, all wrong if it 

!” If your ad is ineffective the 

re people who notice that fact the 

rse itis foryou. Better be laughed 

y ten people than by a hundred— 
r that one person should find out 

ir shortcoming than that a thousand 

There is sucha thing as 
ilation counting against you, and 

at is an instance. 

Ugly people who are conscious of 
r plainness do not seek publicity 
|—they are naturally ashamed f® be 
1. Poorly written and badly ar- 
ged ads should rather be held from, 
n thrust before, the public What- 
r medium you use; whatever you 
for your space; whatever class 
readers you reach, don’t be penu- 
is about the preparation of the ad, 

n that depends its success or fail- 
nder any and all conditions. Put 
prepared ad in the Ladies’ 


the Youth's Com 


sers, 


LOO 


ld do so, 


y 
7 urnal or 
mn, at one-fourth of the 


»usual rates 
the full 
: 


cleverly 


Give 

and 

and it will 
Are Sav 


t won’t pay you. 
s for an artistic 
led announcement 
ld you good results. 

anything in the first instance by 
75 per cent off? You know 
not, yet you set a much higher 
on space than on what you put 


you 


1 are 


can shave 
medium. I 
of a pull your 


lon’t care how you 
vn rates on a good 
*t care what kind 
nt may have with the a ivertising 
ager of a popular publication. 
ideas of economy, and Ais influ- 

in securing lower rates, won’t 


benefit you one cent—but rather do 
you harm—unless you spend money 
enough on filling the space you buy to 
attract attention and secure intelligent 
interest. Buying cheap ads to insert 
in costly mediums is one of the stupid 
est things an advertiser can do. You 
can put a good ad in cheap mediums 
and it will go; but you can’t reverse 
the process, try as you will. 

When an _ honest, conscientious 
agent takes hold of an adver 
business he should have as much con 
trol of it as a lawyer has over his 
legal affairs. Everything that per- 
tains to the advertising department 
should be in the agent’s hands, particu- 
larly the preparation of copy. There 
are agents who won’t undertake 
the placing of business unless they 
are allowed prepare the ads, and 
they are perfectly right in the position 
they take. Say what you will, the 
matter is often the main thing. Why 
an agent assume the responsi- 
bility of placing poor advertising, 
when fail almost certain, and 
the advertis naturally place the 
blame upon Would a lawye 
undertake a difficult case and allow hi 
client to prepare the brief? Would 
physician permit patient to wri 
the prescriptions? Would there be 
any sense in either proposition? And, 
if not, why should there be any in an 
advertising agent—who aspires to 
anything more than a 
ger—allowing the 
any kind of matter he cl 
the responsibility of 
failure of the advertising 
ally devolve upon him ? 

That agent who can give th 
tiser the best in the way of 
preparation of copy, the 
ideas, and the making of 
tions, is of much 
than the man who 
ator between him 
and magazir es, y 

ace that is filled by | 

printing. It is not 

pay for the space, but 
put in it that 1 
cess. Get your 
can, of course, 


to advertise in 


iser’s 


some 


to 


should 


ure is 
will 
him ? 


his 


be 
mere messen- 
to 


ooses 


advertiser use 
when 
or 
will natur- 


the success 


e adver- 
the 
suggesting of 


service 


good illustra- 
more to him 
acts only medi- 
and the newspapers 
rates for 
y not really 
the price 
the ad you 
lars your 


use 


as 


Low 


akes Or suc- 


rates ¢ ( as you 
attempt 

1 

all 
necessary 


any med 


care, and time, and 


possible 
expense to preparation of copy 
that will refle dit on you and 
put pronts in your purse. 

obs 
Tue adt 


inges should be couched 
Sn good lang 
n good lang 
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AN ADVERTISING EXPERIMENT. 


PRINTERS’ INK. 


OHIO. 





The Paine Furniture Company, of this 
city, has just tried an experiment in adver- 
tising which was original, daring and success- 
ful. The company belie ved that because of | 
its magnitude, its reputation for honorable 
de ling and the other legitimate methods by 
which it had fixed itself conspicuously in 
the public eye, it could make one of its usual 

unnouncements, and, without fixing its name 
thereto, couk d depend upon buyersto identify 
the advertiser and call for the goods. The| 
detail of the experiment was the insertion 
for one day in some of the newspapers of an 
advertisement describing a certain library 
, with the price given, but no hint of the} 
of the maker or of the place where it was 
Nevertheless, within twenty-four 
hours m than fifty of the tabl were 
bought at the company’s warero and 
dozens of additional orders poured in from 
ver New England. In the judgment of 





table 
name < 
to be sold. 

ré es 
ns 


all ¢ 





the company itself this result spe elo- 
quently of the value of judicious, intelligent 
and persistent newspaper advertising. Fora | 


advertisements of the Paine 
( mpany have been so shaped. Therefore 
its ability now to carry through successfully 
so unusual an experiment re sults from those 
years of intelligent effort and liberal expend 
iture.—Boston Fournad. 


ARRANGED BY STATES. 


‘tisements under this head 50 cents a line. 
Vust be handed in one week in advance 


MISSOURI. 


( ‘OVERS the fleld — St. 
8,000 S., 9,000 w. LA ¢ 


dozen years the 











Adve 








— HERALD— 8,000 
. New York 





EW YORK. _—i| 


] BINGHAMTON LEADER. 











] RINGHAMTON LEADER, the tea table favorite 





B* INGHAMTON LEADER, leading afternoon 
paper and the favorite te family medium. } 


DP NGHaMTON LEADER, the home paper, filled 

full of live local and general news ; no boiler 
ba, no fake features, but a legitimate paper r| 
commanding the confidence of its constituency. ] 
| 


] INGHAMTON LEADER, first-class penny | 
afternoon paper. Most important daily in 
that city, commanding the respect and confi-| 
dence of readers and advertisers alike, both at | 
home andabroad. Average circulation covering | 
every issue 1895, Daily, 8,745; Weekly, 6,600. More | 
circulation weekly than all the other Bin, SS 
weeklies combined. THE Cc. BE ITH 
SPECIAL AGENCY, Sole’ Agta. oo 





Secche n 


| 

weekly. 
| copies R 
} an inch each insertion. C. M 


EVENING 
"14,000 daily, 4 


MORNING _ TIMES. 
iIMES - NEws, 
ISTE, New York 


OUNGSTOWN, O., Sunday News; establi 

15 years ‘ents a copy ; sworn cire’n 4 
ches the besthomes. Kates; 20 

SHAFFEK & 


AYTON 
WEEKLY 
LA C¢ 








TEXAS. 


G ALVESTON TRIBUNE, 
G ALVESTON TRIBUNE, a money winn 


G ALVESTON TRIBUNE, the most influent 


Gi 





prosperous ar 


‘ ALVESTON TRIBUNE, 
erful. Leads the afternoon process 
‘ALVESTON TRIBUNE makes money f 


® self and will make it for you. Thor 
up to date, with ali modern mechanical a 
ances. A live paper for live people 
‘{ALVESTON TRIBUNE, every copy « 
§ City circulation larger than any news| 
jin Texas. A dividend-paying medium, ba 
by the brains and capital of the city 
,ALVESTON TRIBUNE, Daily four 1 
Weekly eight pages, all live, prosper 


pers, published by the Galveston Pub. ( 
e 





Ladd, Pr ‘has. Fowler, Vice Pres. ; (Ge 
Sealy, Treas Fred Chase, Sec’y and Bus 
, Clarence Ousley, Editor. 8S. C. Beckwith s; 

Agency, sole agents. 


WwW ASHINGTON. 


[= so Pg 


QE ATTLE POST-INTELLIGENCER 


—|* Largest circulation in the State 





Displayed Advertisements 


50 cents a line ; $100 a page; 25 per 
extra for specified position—if grant 
Must be handed in one week in advanc 


. MP R 
STAMES F £° POL KE Fr WANs. 





| POOR PRINTING 
Se 
POOR PROFITS. 


We get out a class of printin 
that is superior to the ** general 
run.” Good printing pays 
Address Wa. JoHNSTON 
Mer Printers’ Ink Press, 
10 Spruce St., New York 


+oee 





we 





tising, New York and ¢ ecaanete 


Business men 


I have written a very plain small booklet called ‘‘Business.’’ It tells 
some of the things I am sure of about business. Surprising into what a 
small space you can get the things you're sure of. 

I will send it to any man who is in dead earnest about making his 
business pay better. 


WOLSTAN DIXEY, 
150 Nassau St., New York. 


toeee 





Writer of 
Advertising. 
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| ‘The Argus} 


Is the Brightest and 
Best Newspaper pub- 
lished at Albany, N.Y. 
Its circulation is in- 
creasing. Its adver- 
tising patronage is 
increasing. 

The Argus is 85 years 
old and every day 
adds vigor and 
strength. 


) Send for rates and sample 
copies. Daily, Sunday 
and Semi - Weekly. 


The yall n 
The Arg US Co. ) 
Albany, N. Y. 


lt is the only one_# 





The Agent’s 
CSUTAE sew vor 


the honor of being the only true 
snt’s Paper published in the whole | 
ld 


=F-Completed its One Hun-| 
dredth successful month with 
the April issue. 

os 


socents per line agate, 





¢ It pays advertisers wanting Agents 

)) or mail orders. That’s why hun- 

¢ dreds use its columns year after year 
cents on yea arly 


Advertising esi on*yes 


advance, or send » ve] any re! liable le 


ency 

worth your while to send a quarter, 
ra full year’s subscription. Address 
AGENT’S GUIDE, 


O. Box 434, New York 


ee 


INK. 


AMAL ALLE 


dUbdbbdduais 


SUCCECECOCHECEORERRERSRERRRecteeeeeeeeeeeecueneceeeeee 


DANGER SIGNALS 


\ Manual of Practical Hints for 
General and Retail Advertisers. 


This book contains the fol- 


lowing articles : 


W. H. Eastman, 
(3100 prize article) 
The Wanamaker Advertising idea 
Manly M | ae 

D nlike = 
Wm in laher = 
G. H. Powell = 


Danger Signals, 


Hammering It 
The Antidote Fe - "Dull Times, 
Advertising A Specialty, 
Success in Advertising, V. Isakovies 
The Line of Least Kesistance Benj Webste 
The Art of Writing Advertise ome ents, 
Chas. F. Wingate 
oe ee pers’ Advertiseme ae. N.A Lindsey 
‘olstan Dixrey 
fae on Advertising Typowraphy, 
W. Pasko 


PRICE, 50 CENTS. 


It is bound in etiff green paper 
cover, is of convenient poc ket-size, 
printed on super-calendered pape 
with new type. Itis full of practical 
suggestions for advertisers. Sent, 
postpaid, on receipt of price. 

Address 
CEO, P. ROWELL & CO. 
PUBLISHERS, 
10 Spruce St 
TTT 


Tesnencecscccsseeessuecace Ceceeecceecccecager 
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The most 


TIRELESS 
WORKER 


in Albany 
is the 


Times-Union 


It goes into the homes of 
the people, telling the ad- 
vertisers’ story with the 
voice of a trusted friend. 


Why not try ~ 
an Advertisement 
in its columns? 


JOHN H. FARRELL, 


Editor 
and Proprietor, 


Avpany, N. Y. 


- CET 





If you want to get paying | 


results in general advertising, 
appeal to the readers in the 


INTO 


home circle. Every member 


of over 600,000 families reads 


THE 


the papers of Lane’s List 
every month. Write to me. 
WALTER D. STINSON, Augusta, Me. 


HOME 


**New England's Family Paper.’’ 


«+ THE... 











Portland Transeript 


The average circulation of the Tran 


SCRIPT in 1896 was 


23,472. 


More than one-half of the TRANscriPt 
readers live in Maine; nine-tenths 


them live in New England. 


Draw Your Own Conclusions. 


Will it pay you to advertise in a paper 


of literary merit, the favorite of 23,1 
New England households? 


The Cost is Moderate. 


A 4-inch ad costs $163.80 for six mont 


The same ad next pure reading matte 


costs $180.18, 


TRANSCRIPT CO. 
Portland, 


Why not write us? 
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Maine. 





) 
¢ 
§ 
4 
4 
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The Courier - 


EVANSVILLE, IND., 


guarantees a circulation: 


Daily, - - 8,000 
Sunday, - 8,400 
Weekly, - 7,100 


This is more than all the 
THREE OTHER English papers 
of Evansville combined can 
show. Our books are open 


to prove our claim. 


W. E. SCOTT, 
Eastern Representative, 


American Tract Building, N. Y. 


4 


; 


M 
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ae : 
“Multipress” 


Make... 


Advertising we New Model 99 


Pay .scece 9 
a “Century 


THE a 
each in its line 


Evening will run faster, print bet- 


ter and more economically 


Jou rnal than any similar machine. 


OF JERSEY CITY, N. J., Notrr.—Our advertising pays 


a daily visitor during 1806 
to no less than 


which our presses fulfil. 
15,035 Families ; ~— 


the wealthy suburban popula- Campbell Printing 


tion of Hudson County 
The MEDIUM that reaches Press & Mfg. Co. 


15,035 families must pay 
advertisers. 


because we State facts 


6 Madison Avenue, New York 
334 Dearborn Street, Chicago 


Two Morning Papers 


Each the best of its class, each reaching the homes 
of the best people, the buying class, of its district. 


The The 
St. Joseph (Mo,) | Williamsport ( Pa.) 
HERALD GAZETTE x4 
8,000 Daily BULLETIN 


8,000 Sunday 6,000 Daily 
9,000 Weekly 4,000 Weekly 


38 Park Row H. D. LA COSTE New York 


ten and designed by The Advertisers’ Agency, Philadelphia and Buffalo. 
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Ever Since 


71 
The Helena (Montana) 
Independent 


has grown in circulation 
until now, in a city of 
13,834, 
it has a circulation 
of 
6,400 Daily, 6,800 Sunday 
and 
~ 3,500 Weekly 


H. D. LA COSTE 
38 Park Row New York 





Written and designed by The Advertisers’ Agency, Philadelphia and Buffalo. 


















In the 
Very Heart 
of 
<—>Newark< 











are inadequately, inappro- 
priately and uncomfortably 
appointed (fre voy at 
great expense). Thisis due to 
one of two reasons, viz.: haste 
or inexperience, and both cost 
money—too much money. 
Furniture that we couldn't 
and wouldn't sell is dumped 
into a gentleman's office 
when we could have supplied 
him with much better ar- 
ticles at lower prices. No 
other Furniture House out- 
does us in Quality and Price; This Roll-Top Desk, solid oak, round corners. 1 


z-| panels, 50 ins. wide, 32 ins. deep, 0 ins. high. W« 
=" ——" — for 819. oe. good value at $40, but you may | 
8. | for * a 
when you decide to furnish | 
your office or library. Send Revolving Office or Library Chair to go wit! 
word and we will advise with | A much finer chair than cut shows. It is m 
. - that ti tisfy | quartered oak and highly polished, has an uph« 
you; that means fo satis; y) leather spring seat. Only afew of them. While (hey 
and please you. last 26.48. Sold by usashort time ago at $ 
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More Copies 


THERICHMOND STATE 


are read 
every afternoon 
than any other 
afternoon paper 
in Virginia, and the 
best people in Vir- 
ginia read it 

H. D. LA COSTE, 

38 Park Row, 

New York. 


ten and designed by The Advertisers’ Agency, Philadelphia and Buffalo, 
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The Seattle Post-Intelligencer 
Is Not the Whole Thing — 


Out inthe Northwest, but it is the best advertising proposition in 


“cnt 

s 
Sy, 
cas 


YY ARAM) 


aide 


= 
aa 
LSI AAA 


the State of Washington, Its field does not include Oregon, 
tah, California, Montana, Wyoming nor the entire territory 


S 


-—s 


§ CAS is ASL 
OS 


vest of the Rockies. 


é 


BUT IT IS READ IN EVERY NOOK AND 
CORNER IN WASHINGTON, 


SPs 
cS 


t~oCIED Ss 


= 
— 


~ 


\ large portion of British Columbia and Alaska. It gives 
advertisers double the circulation of any paper in the State. 

In 1896 the Post-INTELLIGENCER carried more inches of 
paid advertising than any other paper north of San Francisco on 
the Pacific Coast. 
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Seattle Post-Intelligencer. 
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FRANK RICHARDSON........Eastern Representative 
ae ll .-In ¢ arge of \dvertising 
JAMES D. HOGE, |]: business Manager ” 
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..the... 
Seattle Times 


LEADS AS USUAL. 


The average circulation of The 
Seattle Daily Times for the months 
of January, February and March, 


1897, was 


8,064 Copies 


The smallest number circulated 
during the time mentioned was 
7,623 copies on January 4th, and 
the high-water mark circulation 
was reached on March 17th, when 
11,835 copies of THE Dai_y TIMEs 
were printed and so/d. 


THe TIMEs is an every-day known circulation news 
paper. It isthe only paper in the State of Washington 
that publishes each day its actual circulation. ‘The only 
paper in the State that gives advertisers full and fre 
access to its press-room and circulation books, and a 
counting machine in the business office shows to the 
public the exact number of papers printed as they come 
from the press. Advertisers need use only THE TiIMEs to 
reach the purchasing people of Seattle and near-by towns. 


For rates, information, etc., write 


The S. C. Beckwith Special Agency, 


NEW YORK AND CHICAGO. 
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A BIG 

CLAIM, 

a a CIRCULATION 
—<  " More than 
known all the other 
and con- Dailies 
—"! in Salt Lake 
he? a combined. 
of Utah 
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the inter-mountain country, ir- 
respective of 

RELIGIOUS BELIEF or 


POLITICAL FOLLOWING. 

\ GREAT, BIG, 

BROAD-GAUGE PAPER 
with modern appliances and e1 
wants of an exacting er o Everybody in Utah, Idaho, 


ne cage dpataeny and Wyoming reads t ogee Th 
all news aaa | in all hotels, on all trains 


Salt Lake ¢ > I ibune 








terprising ideas, meeting the 





me SUS URS 








w 
co 


PRINTERS’ INK, 


UILIDIIN\ LIM LIN 


Largest circulation of any 


LY 

\ 

8 

paper in Kansas and \ 
Oklahoma. : 
8 


beneeg 


The 7 
chita Daily Lagle 


Established 1872. 


= 


Published for the people 
of Kansas and Oklahoma. 
No daily journal in the 
United States covers its 
territory more thoroughly 


and satisfactorily than 


THE EAGLE. 


R. P. MURDOCK, Bus. Mgr. 
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Tribune Building, N. Y. The Rookery, Chicago. 
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The Farmer’s Wife 
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+ Has Influence.... 
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the Circulation 
ell-to-d0 | Affidavit 


A FARMERS pga ereet 
wives: / ] 


The pocketbook of the farmer’s wife butters the 
bread of the manufacturer and middleman. 

She is a good friend to have. She is a friend of 
Farm and Home. An advertisement in this paper 
will make her your friend. Your friend, her 
money. More space given up to the farmer’s wife in 
Farm and Home than in any other agricultural 
paper 


250,000 Copies Each Issue. 


You can have some of this 
trade by advertising in... 


Rarmana Home. 


Write to-day for facts and figures, 


Che Phelps Publishing Zo., 


SPRINGFIELD, MASS. CHICAGO, ILLINOIS. 


27 Worthington St. 204 Dearborn St. 
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" Side Talks with 
= Advertisers 


TALK NO. 2.— 
QUANTITY OF CIRCULATION. 


pea 


The secret of circulation is numbers. 
Numbers can lie at the will of the pub- 
lisher. Publishers will lie at the behest 
of the moment’s needs. But still, cir- 
culation is the great consideration to 
the average advertiser. To a certain 
extent he’s right, but not entirely. Big 
circulation means big chances of a hit— 
but the reverse is not always true. 
What an advertiser should consider is 
‘‘Does this paper reach the greatest 
number of my possible buyers?’’ If it 
does, it does not matter if it only cir- 
culates 1,000 copies. If it doesn't, it’s 
no use to him if4t cireulates 50,000. 


he Detroit 
ree Press 


reaches all the possib ye buying classes. 
It has been the most popular paper in 
Michigan for the past sixty-four years. 
lt circulated 36,708 papers daily during 
1896, and every paper reached a_pos- 
sible buyer. Rich or poor, learned or 
unlearned, its readers read it and 
believe in it and respect it. 

R. A. CRAIG, 

41 Times Bldg. New York 


Written and designed by The Advertisers’ Agency, Philadelphia and Buffalo 
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AMERICAN WEEKLY 
_JAGRICULTURIST 


THREE EDITIONS. 


THE TROUBLE WITH most agricultural papers is that 
they go any place and every place. An advertiser does 
not know where his advertisement is going. Thisis not so 
when an advertiser uses the AMERICAN AGRICULTURIST 
WEEFKLY. He can reach any section of the country and 
not be obliged to pay for waste circulation. 

LOOK INTO_THIS great weekly, and see if it is not just 
what you want, It leads them all. 
divide it : 


New England Homestead. 








Covering the Circadets 
New England States. 36,000 ae 


American Agriculturist. 
72,000 Circulation. ——. Ns — 
Orange Judd Farmer. 


Covering the Central 57,000 Circulation. 


and Western States. 
Together they Circulation 
give you . each week, 


Orange Judd Company, 


NEW YORK, CHICAGO, SPRINGFIELD, MASS.,, 
52 Lafayette Place. Marquette Bldg. 27 Worthington St. 
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a 
Always Busy. 


=E=EEEEEE 

Grant Memorial Day fell on Tuesday, April 27, 
| being a legal holiday in New York State most of 
printing offices were closed. The general belief 
nerchants is that a holiday occurring in the middle 
f the week harms the week’s business. This is not 

in my case, as I received two hundred and 
elve (212) orders during that week, averaging 
ty-two (42) per day for the five working days. 
The good paying printers of the country have 
lized the fact that for a number of years they 
ve been carrying the poor ones by paying enor- 


us prices for their irks, and are now perfectly 
| I } 


ling to risk sending me cash with their orders, 
ywing full well that if the inks are not satisfactory, 
am always willing to have them returned and pay 
freight or express charges. 
My job inks are the finest under the sun, and are 
lin %-pound cans for 25 cents a can, with the 
eption of Carmines, Bronze Reds and Fine Pur- 
For these | charge 50 cents a 44-pound can. 
news ink is a world beater and is sold at 6 cents 
und in 25-pound kegs, and at 4 cents a pound in 
pound barrels. Cash with every order. 
Send for my price list. 
Address, 


PRINTERS INK JONSON 


8 Spruce Street, New York. 
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“Now-a-Day” “These Hard Times” 


People cannot afford to spend much money 
— not even on newspapers — so 
the readers of the 











Elmira Telegram 


(and there are over 500,000 of them) must 
certainly devour every word in it, as it is 
but a 16-page paper and costs 5 cents. 
Consequently — An inch adver- 
tisement in the TELEGRAM is seenand read 
as quickly and thoroughly as a 4-inch ad- 
vertisement in any of the 24 to 60-page 
Weeklies and Sunday papers. 
Besides — Advertising in the EL- 
MIRA TELEGRAM is like advertising in a 
dozen weeklies of “medium” circulation, 
as it sells just as heavy in 
Binghamton, Scranton, Wilkes-Barre, Corning, 
Hornellsville, Ithaca, Pittston, Waverly, 
Port Jervis, Owego, Bath, Olean, 
Bradford, Rochester, 
and also in other parts of the country. 


“Try It” “That's The Proper Caper’ 


SAMPLE COPIES SENT AND RATES GLADLY QUOTED BY 


ALF RICKAIUSON patent 


MAKES 
Tribune Building, MONE 


NEW YORK CITY. 


Chamber of Commerce, 
CHICAGO. 


Red Lion Court, Fleet St. 
LONDON. 
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A young Massachusetts editor relates 
experience with an aggravated case of 
constipation attendant upon a_ severe cold. 
Ripans Tabules w ere immediately effective. 
Other remedies had _ been tried, but it 
remained for the Tabules to correct the 


lisorder, which they did effectually. From 


first experience he was led to try 
m frequently for other small ills for 


vhich they are known to be an _ effective 
medy, and now considers them a most 
itisfactory household medicine for frequent 
in the every-day sort of cases for 
ich they are so highly recommended. 


NEW STYLE PACKET CONTAINING TEN TABULES IN A PAPER CARTON (WITHOUT GLASS 
18 NOW FORSALE AT SOME DRUG STOXES—FOK FIVE CENTS. 
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It Is 
Strange 


that some people state they 


se 


never read the cards in Street 
Cars—yet on any of the adver- 
tisements therein displayed being 
mentioned they display a famil- 
iarity with them that is sur- 
prising. Well, if a pronounced 
unbeliever sees them what do the 


‘ 
{ 
‘ 
‘ 
‘ 
‘ 
‘ 
‘ 
‘ 
‘ 


— 


daily millions do who are not 
unbelievers ? 

Yes, it’s a good medium and 
constantly growing more popular. 
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DISIDIECEEE 


GEO. KISSAM & Co., 
253 Broadway, N. Y. 
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We've had a great 


big boom 
onthe. 


Brooklyn 
66 By 3 


Advertisers are beginning to realize 
that the traffic has increased very 
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largely during the past year, and 
they’re flocking in fast. Nowhere 
can you get such display or such 
value. 
$100 per month, 
285 Cars, 


16x24-inch Card. 
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The only real “ L” Road advertising 
in America. Nobody can equal it, 
let alone beat it ! 
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GEORGE KISSAM & CO., 


253 Broadway, New York. 
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The Advertiser who is 
making money uses 
the Daily Newspapers. 


The Little Schoolmaster happened to be standing by the other day when an adver 
was discussing an estimate handed in by an advertising agent for a whole lot of rel 
papers. Printers’ Ink understood the instructions to have been to give quotations 
the religious papers that are credited by the American Newspaper Directory with pr 
more than ten housnnd copies. The number of papers in the pile was said to be ex 
sixty. After the two had compared the papers and the price for awhile, the adv 
said: ‘* Why, the religious papers don’t look prosperous any more—do they?"’ And 
agent responded: ‘* Well, no, they don’t. The fact is that their prices are two high 
for the circulation.”"—Aditorial from Printers’ Ink, April 21, 1897. 


- ILLUSTRATION. 

The best religious paper in Philadelphia is the Sunday Sc/ 
Times, Itscirculation during 1896 averaged 151,625 copies « 
issue, and to insert a 1oo-line advertisement one time costs $ 

The best daily paper in Philadelphia is the Record. Its cir 
lation during 1896 averaged 170,402 copies each issue, and t 


insert a 100-line advertisement one time costs $25. 





In old days, days that have gone by probably never to retur: 
the weekly paper was the favorite advertising medium. It \ 
thought that one copy of a weekly paper was worth for an ady 
tiser’s use twice as much as a copy of a daily paper. That / 
have been true once. It probably is not true now, and if 
the argument is still in favor of the daily paper, for the averag: 
weekly charges from three to five times as much as the avera; 
daily for each thousand circulation. In the cases quoted ab: 

a thousand circulation costs more than three times as mucl 
the Sunday School Times as it does in the Philadelphia Re 

The daily paper is the paper of to-day. The advertiser who | 
his advertisement in the daily paper to-day knows to-mor1 
something about what its result is to be, and if it is satisfact 
he can repeat his order. If he orders it in the weekly papert 
week, it will be next week before it has appeared, and by t! 
time the chances are he has lost interest in it. If he orders 

advertisement in a monthly magazine in May, it appears in ] 
or August when he has forgotten pretty much all about 
Advertisers should consider this matter. The daily paper is t 
paper for an advertiser to use who is living his life to-d 

For further advice, address 


THE GEO. P. ROWELL ADVERTISING CO. 
10 SPRUCE STREET, NEw YORK 





